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...is the keynote when you 


FLY TWA TO YOUR MEETINGS 


A pleasant trip can make a big difference in the 


outcome of any sales meeting or convention. 
Members are rested and relaxed, in a frame of 
mind that spells success. 

Why not make sure everyone at your meet- 
ing enjoys the finest transportation in the world 

TWA’s Super-G Constellations. They’ll 
make new friends and enjoy refreshments in the 
beautiful “Starlight Lounge”... or just stretch 


FOR COMPLETE INFORMATION, call or write your local 
TWA office. Or write: Convention Manager, Trans 
World Airlines, 380 Madison Ave., N. Y. 17, N. Y. 


out in oversized, reclining seats for miles of 
blissful rest. And they'll be delighted with the 
finest bill of fare in the air — TWA’s de luxe, 
full-course meals. 

TWA’s Super-G’s offer all this luxury at no 
extra fare non-stop across the U. S., between 
major U.S. cities, and non-stop to Europe from 
New York. For travel plans sure to please 
everyone, make them on the Super-G! 


TRANS WORLD AIRLINES 


&.S.4.- EUROPE-AFRICA-ASIA 


YOURS to meet and sell 
for five full days... 
an $18,000,000 market! 


at the 1957 National Restaurant Show 
Navy Pier, Chicago, May 6-7-8-9-10, 1957 


35,000 of your customers will be in Chicago ... and they'll be there to BUY! 


Among the 33,822 registrants for the 1956 


; dip An Interest-Packed Decorati 
National Restaurant Show were the nation's OT LE 


and Furnishings Center 


leading restaurant operators, restaurant Model resteucants, designed by 


managers, hotel food managers, cafeteria nationally-known interior design- 
operators, school dining hall managers, dieticians, ers and surrounded by outstanding 
exhibits, set the pattern for this 
annual highlight of the show. If 
inflight food service operators who come to this your product is a decorating or 
show to learn and to BUY. If your product is furnishing item, exhibit in this 
; choice location and have your 
product shown in its proper setting 
is tailor-made for your product. in one of the beautiful model 
restaurants. 


industrial caterers, fountain managers and 


made for the restaurant industry, this market 


Reserve your space now . . . contact 


NATIONAL RESTAURANT ASSOCIATION 


8S. Michigan Ave. ¢ Chicago 3, Ill. * Phone: FRanklin 2-1311 
Exposition Management 
ANDREWS, BARTLETT AND ASSOCIATES, INC. 
1849 West 24th Street 
Cleveland 13, Ohio 
Phone: TOwer |-6045 
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CORPORATION 


3443 SO. HILL ST., LOS ANGELES 7, CALIF. 
Leaders in desiqu and construction 


Exhibitors and Show Managers have learned through experience that Tabery facilities, 
know-how and well trained personnel are the factors that spell an outstanding exhibit. 


dU Ee, 


¢ 


To get the greatest sales return on your exhibit—let skilled artists and 
trained construction supervisors develop the most practical—and the 


most effective—display for you. 


KHIBIT » 
ta — tet 
530% 


Kale 


For your every exhibit or decorating need—depend on... 


THE TABERY CORPORATION 


SPECIALISTS IN SALES PRESENTATIONS, CONVENTION 
AND TRADE SHOW MANAGEMENT 


A staff thoroughly trained in production to handle every detail of 
your convention or trade show. 


Initial Planning . . . Sale of Space . . . Promotion and Publicity. 


From the drawing board where the first floor plan is prepared to the conclusion 
of a successful event, let SHOWMANSHIP take over for you. 


Remember—a professional job is the best job 


700 W. 32nd St., Los Angeles 7, California 250 W. 57th St., New York 19, New York 
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HOTEL COR OF AMERICA 


Hotel Corporation 
of America 


A. M. SONNABEND, President 


e 
A select group 
of the nation’s 
finest hotels 


Superbly equipped 
and staffed to provide the 
most complete Convention 

Service to be found in 


America. 


NEW YORK 


Hotel Roosevelt 


WASHINGTON 


The Mayflower 


CLEVELAND 


Hotel Cleveland 


CHICAGO 


Edgewater Beach Hotel 


BOSTON 
Somerset Hetel 


Write Harold J. LaFrenere 
for complete information, 
Edgewater Beach Hotel, Chicago 


AVI, 


Moving? 6@® Call... 


Your ALLIED agent 


MAGAZINE 


EXECUTIVE OFFICES 1212 Chestnut St. 
SALES MEETINGS Philadelphia 7, Pa. 
WaAlnut 3-1788 


EDITORIAL 
EDITOR Robert Letwin 
ASST. TO EDITOR Catherine T. McElroy 


RESEARCH EDITOR CONSULTING EDITOR 
John T, Fosdick Richard Beckhard 


READERS’ SERVICE DEPT. 
Anne Collos 


CONVENTION DIRECTORY DEPT. 
Mari A, McGarity 


no.] specialist ~*~ Ni 
in long-distance moving! 


ADVERTISING SALES 


GENERAL MANAGER Philip Harrison 
ASST, GEN. MGR. ......Randy Brown, Jr. 


DIVISION SALES MANAGERS 


Philadelphia 


Paul Lightman, 1212 Chestnut St., Philadelphia 7, 
Pa., WAlnut 3-1788. 


New York 


Elliot Hague, Randy Brown, 386 Fourth Ave., New 
York 16, N. Y., LExington 2-1760 


Chicago 


Thomas S. Turner, 333 N. Michigan Ave., Chicago 
1, HL., STate 2-1266 


Santa Barbara 


Warwick S. Carpenter, 15 East de la Guerra, P. O. 
Box 419, Santa Barbara, Calif., WOodland 2-361!2. 


(packing and storage, too!) 


— 


A BILL BROTHERS PUBLICATION 
In Industry—RUBBER WORLD, 
PLASTICS TECHNOLOGY. In 
Marketing—SALES _MANAGE- 
MENT, SALES MEETINGS, 
TIDE, PREMIUM PRACTICE. In 
fi vt i eee | “paneee COVERING aot pla’ 
No expensive crating problems when you Prompt pick-up and delivery assured by MERCHANDISING, VANEEe ORNCER. — 
move trade show displays and equip- over 2200 vans. Special attention to 
ment by Allied. Nationwide'storage your individual needs. Agents from 
facilities permit hold overs, saves coast to coast—see classified telephone SALES MEETINGS is issued bimonthly: January 
ae. nt gg costs to home office for directory. General Offices, Broadview, ery | wer aaa yore 1 ® oy - 
re-shi ’ Sonal art Two o A . All mail for 
pment. Illinois. SALES MEETINGS should be directed to Phila- 


WORLD'S LARGEST LONG DISTANCE MOVERS "Gear 


Copyright 1956, by Sales Management, Inc. 
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so designed that 9 meetings can take 
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plete Privacy. 
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rooms to apartments 
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arge con Vven- 
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Dick F Nager 


Golden Gate Bay at 194th Street 
Orida 
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Top hotels an and | Motels—Adjacent to Municipal Auditorium 


le rooms at sensible prices. 


Excellent bit 2 and Meat Meeting Halls 


booth space—nearly 100 meeting halls. 


Largest haitorion | in the West 


Especially designed to meet your needs. 


Convention and Trade Show Know-How 


Heiptul experience gained from over 1000 shows. 


Fun—Around the Clock, Around the Year 
Clubs—Sports—Entertainment. 
Hundreds of Nearby Scenic and Recreational Advantages 


—a— | of the Pacific—Hollywood—Catalina—Knott' s Berry 
Mexico—West's Finest Amusement Zone. 


Write now for more information 


Convention & Visitors Bureau 


Municipal Auditorium 
LONG BEACH, CALIFORNIA 
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Facilities Roundup 


New Facilities Being 
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A NEW KIND OF 


Built for Conventions 


SuMMUUTUGRAVU ALU 1.0110 By z “ej trol 5 AW 


CHICAGO 
AND 


EXHIBIT 


Amphitheatre on MOVING SERVICE 
tructure will be 410 
ft. wide. Expanded 
will have 468,000 sa. 
or level taking an un- BY AERO MAYFLOWER 
13) Inia 


c , c 
ye teature Tt 
the aa litior ) 


tT. coor larae 


enough to permit small planes te 
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enter the Amphitheatre after landin 


Ie 


height nc 
i 
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The Aero Mayflower Transit 
Company, “America’s Finest” house- 
hold goods moving organization, 
now offers you a new kind of “custom- 
tailored” Display and Exhibit Mov- 
ing Service. Mayflower display and 


hitheat ons : : 
MINSSTS exhibit moving experts will work 


sometime : . “s.38 . 
with you from the moment you begin building your display. 


To assure prompt, safe delivery, Mayflower will help ‘you set up 
moletely ein. your schedule . . . move the display or exhibit anywhere in the 
E. L. Bra- nation ... store it, if necessary. This new service is complete 
onditioning in every respect, including Mayflower’s own Comprehensive 
ilti-million dollar Protection Plan. Call your local Mayflower agent today and 
started in 1954. ask him to send you the folder pictured above on this kind of 
Display and Exhibit Moving Service by Aero Mayflower. 
LONG BEACH, CALIF. 
AERO MAYFLOWER TRANSIT COMPANY, INC. INDIANAPOLIS 
Recent improvements at | 
double-bal 
J rooms, sur- Mayflower Service is available through selected warehouse agents throughout the Cr 
t land garden United States and Canada. Your local Mayflower agent is listed under Moving in the 4 v 4 


_ a $ 100 000 re classified section of your telephone directory. Call him to move Household Goods and QZ) 


: Office Furnish d ) : 
— f . 5 000 sq. f+ ice Furnishings in addition to Displays and Exhibits 


a | 1 


aid to be the largest 


SAN FRANCISCO 


f city's first new 


2ars on Nob Hill, is slated 


(continued on page 8) 
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Ship Your CONVENTION DISPLAYS — enetiaanel 
continue 
U N C R A T E D to begin sometime next year. Hotel 
will be 500-room, garden type build- 


. 
VIA L “+ ited VAN LINES ing around a heated swimming pool. 


Plans call for shops in the hotel—part 
of a $5-million development, includ- 
ing an office building and a 1|,000- 
car garage. 

Plans also have been announced 
for an $8-million garden motel with 
convention facilities. Covering 32 
acres, hotel-motel will feature 521 
rooms and suites, restaurant for 
2,800, three bars and a swimming 
pool. Convention facilities will include 
an exhibit room. 


MIAMI BEACH 


Saxony Hotel will add 14 stories 
plus a large convention hall, an- 
nounces owner George Sax. 

New convention hall at Golden 
Gate hotel features auditorium for 
1,600, cocktail lounge and a coffee 
shop. Convention hall can be divided 
into eight individual rooms for inde- 
pendent meetings in each rooms. 
Adequate storage space is provided 
for decorations and exhibit materials 
says John Duff, general manager. 

©) Oo Pp M Oo k fa = Plans at Eden Roc hotel call for im 
© | provement of underground parking 

| area to be used for exhibits and trade 

Crating represents 10% to 20% of the total cost of | — 


the average display. Labor for uncrating and recrat- 


WASHINGTON, D. C. 


Innovation at the Shoreham Hotel 
is new electronic paging system. Con- 
all these extra costs by handling your display un- vention and meeting executives carry 
crated . . . with the same padded and quilted pro- | small paging device about the size of 
a pack of cigarettes. Operating over 
closed-circuit telephone loop, paging 
furniture. Prompt delivery from origin to destination unit enables executive to contact 
other individuals anywhere in the 
hotel. System has already proved it- 
touring displays. self, says Allan Bralove, vice-presi- 
dent. 


ing... and local cartage costs . . . put a further crimp 


in your exhibit budget. United Van Lines saves you 


tection provided for the safe handling of the finest 


... Storage service anywhere ...Chartered vans for 


Specialized Handling of 


OFFICE BUSINESS ELECTRONIC 
FURNITURE MACHINES EQUIPMENT LOUISVILLE, KY. 


Call your nearest United Van Lines’ Newly opened Kentucky Fair and 
| Exposition Center boasts a Coliseium 

that seats 21,000, plus two adjacent 
exhibition halls. Coliseum has flexible 
| floor suitable for all indoor events, 
* | dressing rooms and complete public 
Unsted VAN LINES, INC. address system. East exposition wing 
features 223,500 sq. ft. of exhibit 

space with all utilities available, Spe- 

cial feature is overhead lights which 

move along a track allowing any por- 

UNITED VAN LINES (CANADA) LTD. tion of an exhibit to be illuminated. 
West exposition wing has 184,600 sq. 

ft. of exhibit space and, according to 

the management, is especially suited 


Agent for information, cost estimates. 


SM/OCTOBER 5, 1956 


for heavy equipment shows. Separate 
outdoor dium offers protected 
eating for 21,209 plus 10,000 bleach- 
; Center, constructed at 
$16-million, covers 357 


for 27,000 car 


SAN JUAN, PUERTO RICO 
f the $4.4-millior 


unaerway 


two-year, 


feature 264 room 
for 500 on the roof 


ng poo ana uf 


ts underway include 
Ponce de Leon hote 
Juan hotel, being built 
near San Juan. El Sar 
>d-and operated by 
Hotels Corp. Built 
illion, the 15-st 
in time 


OKLAHOMA CITY 


Plans for Skirvin Hotel call for 80 
more guests rooms and a new ball- 
room, function room and conventi 

at a cost of about $! 

tory annex, 30 ft. by 

east end of the hotel 

meeting room, North 

ntain an exhibit room 

floor and a ballroo 

econd floor, wit! 


alator. 


ST. LOUIS 


ae —- 
Annex building at the Chase Hote 
ill be mpieted f 


Har 1K 
a 


f 
OT ar 


underway with m 
sled for the fall of 1957. 
eat 34,000 and be equip- 
ved to handle trade shows. 
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Radio Corporation of America 
Dept.K-275 Building 15-1, Camden, New Jersey 


Please send me the complete story on RCA 400 Senior and 
Junior Sound Film Projectors; RCA Magnetic Recorder-Projectors. 


66 For the ‘hard sell’ of the meeting... 
Our Presentation 


Goes Professional with Film 
and the RCA peatnates? 


An RCA Projector belongs in every meeting, in every plan when 
the purpose is effective selling. It shows your product... 

and shows it off. Crystal-clear, steady pictures reach out and 
capture attention. Natural sound reproduction brings sound tracks 
to life. And a complete amateur gets just such professional results 
with the RCA Projector that’s engineered for operation after 
minutes of instruction. Fast set-up and RCA’s exclusive Quick-Easy 
threading help amy operator roll a show within five minutes. 


Your RCA Audio-Visual Dealer has the specialized knowledge to 
help you make your wisest choice among these long-performing 
Projectors of dependable RCA quality. There’s the single-case 
Junior, the dual-case Senior, the Magnetic Recorder-Projector, 
all lightweight portables. Back of the model you choose stand 
nation-wide authorized service facilities. Look in your Classified 
Directory under “Motion Picture Equipment and Supplies” for 
the name of your nearest dealer. Or, if you prefer, send the 
coupon above for some helpful RCA Projector brochures and 
your dealer’s name. Get in touch... right away! 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


® CAMDEN, N. J. 


hip... hip... 


SHERATON HOTELS in the U.S. A. and CANADA 


EASTERN Div ALBANY CINCINNATI INDIANAPOUS PASADENA 


Sheraton-Ten Eyck Sheraton-Gibsor Sheraton-Lincoln Huntington-Sherat 


ROCHESTER ST. LOUI FRENCH LICK, Ind 
heraton Hotel heraton-Jeflersor French Lick-Sherator CANADIAN OtV. 
Sian OMAHA ma POS MONTREAL 
oak ,. d € Sheraton-Mt. Royal 
Midwe The Laurentien 
TORONTO 
King Edward 5 
NIAGARA FALLS, 


ra Brock 


Sheraton Hote yherat 


MIDWESTERN DIV 


WASHIN 


herot 
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THEY STAND UP AND CHEER for the man who 
runs a convention in a Sheraton Hotel. They pump his hand and thump his back 
— for a job well done, for the best convention their group ever had. 

Sheraton will gladly see to it that this happens to you! The Sheraton Sales Staff 
will help you plan every detail — make sure your next 


convention is the greatest show on earth. 


ORAY! 


Wherever you hold your next convention — Chicago, Detroit, Boston, 


Washington, New York, Montreal, Philadelphia, San Francisco, you name it — the 
chances are excellent there's a Sheraton Hotel smack in the center of 
everything. And every Sheraton Hotel offers the complete facilities — the talented 
staffs — the ‘‘think of everything” service that has made Sheraton the 
last word in conventions. So drop a note today to SHERATON HOTELS, 
NATIONAL CONVENTION OFFICE, SHERATON-PARK HOTEL, WASHINGTON, D. C. 
You'll hip... hip . . . HOORAY for Sheraton. 


¥ ®SHERATON 
, ra provoesr wae EIOTELS 


Executive and Sales Office — 470 Atlantic Ave., Boston 10, Mass. 
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NOWHERE IN AMERICA IS THERE A MORE 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 
AND OTHER GROUP GATHERINGS 


95 miles from New York.. 
in the beautiful Shawangunk Mountains 
. conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 
Most modern facilities and complete 
cooperation in all aspects of Meeting 
Rooms, Displays, Exhibits, Movie and 
Sound Equipment, etc. 


GROSSINGERE 


et ova. ey N. Y. 


For information, write or call 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
Phone Circle 7-4915 


Room ceeds !200 


MEETING & SHOW NEWS 


U.S. Exhibits in Communist Fair 


United States government participated in a Com- 
munist trade fair for the first time with exhibit 
at Zagreb, Yugoslavia, September 7-20. Visitors 
to the fair saw how “Ed Barnes’ and his family 
lives in the United States. Some sources believe 
exhibit is forerunner to U. S. participation in trade 
shows and fairs in Russian satellite countries. 

In a statement summing up activities of U.S. 
trade missions since 1954, H. C. McClellan, Assist- 
ant Secretary of Commerce for International Affairs, 
pointed out 78,000 businessmen in 19 countries had 
met with members of the trade missions. Composed 
of top businessmen who serve voluntarily, trade 
missions man Information Centers and visit foreign 
cities contacting local businessmen, supplying them 
with trade and business information. 


Another Line to Miami 


Northeast Airlines, recently granted right to fly 
the New York to Miami route, will inaugurate 
service as soon as official CAB permission is re- 
ceived and facilities can be obtained, say company 


officials. 


Development Show Postponed 


National Industrial Development Exposition, to 
be held at New York City Coliseum, has been re- 
scheduled for May 20-24, 1957. Show was origi- 
nally slated for November 12-16, 1956. Postpone- 
ment will enable development groups ‘‘to obtain 
local support, incorporate the exposition into their 
1957 budgets and prepare their exhibit materials,” 
says Raymond Y. Bartlett, president of the exposi- 
tion company. Show is designed to serve as a market- 
place where corporation executives and industrial 
realtors interested in industrial expansion can in- 
vestigate advantages offered by regional and state 
development organizations. 


Life Offers Free Film for Meetings 


New cartoon film being offered by Life magazine 
depicts advantages to salesmen in selling their com- 
pany’s national advertising as part of their products. 
Produced by Transfilm, Inc., New York City, 14- 
minute cartoon film points out importance of mer 
chandising national ads so retailers understand how 
they help him sell better locally. Film is available 
for showings to product salesmen, sales managers 
and advertising agencies. 


Evans Consultant on Trade Shows 


H. Evans, managing director, Store 

Institute, New York City announce 

service for trade associations to plan, 
3 manage trade show 
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Maintenance Show Up to 3rd Place 


Plant Maintenance & Engineering Show returns 
to Cleveland’s Public Auditorium, January 28-31, 
after tour-year interval for biggest show to date. 
Number of exhibitors is expected to top 400 with 
almost 95% of anticipated 100,000 sq. ft. of exhibit 
space already sold. Clapp & Poliack, Inc., show 
management, announces 1957 figures make PMES 
the third largest industrial show in the country. 
Annual Plant Maintenance & Engineering Con- 
ference, which runs concurrently, is expected to 


ttr 


attract about 2,500 engineers this vear. 


U.S. Trade Fair Expects 100,000 Buyers Seah 
U.S. World Trade: Fair, slated for the New : : WHY DOCTORS MEET 
York City’s Coliseum, April 14-27, 1957, is ex- en By : 


pected to attract about 100,000 buyers from the ie 
Western Hemisphere. While show is primarily for 
foreign exhibitors, some United States banking and 
transportation companies may be represented. 
Actively supported by State Department and De- ee: 
partment of Commerce, show participants already , 1 Four large _ 
include 23 foreign countries, plus West Berlin. banquet roo” committee 


ul s 

. . = ° ; — 0 naditiones )) yerson 
Invitations have been extended to 71 nations and 16 aire ing from 29 to % I 
Puerto Rico = ‘ commodating 
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Exposition will be divided into nine categories 2 Delightfully cory ke Michigan . 

ot products covering some 60 types of goods. All shores © we ms, all air conditione™ 

products will be exhibited under their particular 3700 sleeps a wish. 
category rather than by national origin. Plans call coe Television VY’ 

for admission of the general public during specified { Experienced p 
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Low-Cost Closed-Circuit System ee Ne 


oms 
fining Teo I 
the atmos) 
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famous A 


iced Oak sat ys r 

Cod {oom ant 
Complete closed-circuit television system pro- “pela Baa 

viding broadcast quality film and live studio pickup ie 7 , 

is being offered by Visual Electronics Corp., for : ized ser 

slightly less than $10,000. Equipment includes Bho bie 


costs ho 


with 1 on 
mor than 


studio, camera, film camera, 16mm film projector, . —_ a 
: - e . . « tels. 

automatic slide projector, sync generator, switching = K Ma 
console, camera monitors and a small RF transmitter. iy, \"A) 
: We . ie 
; G he ~_ r 

a 
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President 
Sales 


Business Show on Three Floors g. L. Brashears, Prete’ 
National Business Show moves to New York os er phd CG 1586 

City’s Coliseum Oct. 15-19 with more than 300 ae sUperior 7-2200 

manufacturers participating. Show will occupy three 

floors, covering about five acres. New feature will 

be the “Theme Center” showing office equipment 

to be in use in offices in 1970. Equipment will in 

clude I'V-telephones, microfilm readers enabling you 

to sit at your desk and read what’s in the file cabinet 

and typewriters with interchangeable type slugs. 


Expect 200 Exhibits at Atomic Show 


More than 200 exhibitors are expected to par- 
ticipate in the 1957 International Atomic Exposi- 
tion, in Philadelphia’s Convention Hall, March 
11-15. Show, featuring latest equipment for har- 
nessing atomic power and other nuclear applications, 
will run in conjunction with the 1957 Nuclear Con- 
gress. Exposition is sponsored by the American In- 
stitute of Chemical Engineers and four other top 
engineering societies. 
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A whole new world 


for your 


convention 


cabana & yacht club 


ALL THIS IS YVOURS... 
FOR A PERFECT CONVENTION! 


© 14 meeting rooms or combinations . . . 
to seat any size meeting from 24 to 1600! 

e Monitored air-conditioning 

e Modern lighting and sound equipment 


© Outstanding cuisine. . . 
served from an ultra-modern kitchen, 
strategically placed to serve every 
banquet with maximum expediency 


e Underground parking garage 
e Yacht anchorage on protected Indian Creek 


© 30,000 square feet of drive-in 
exhibit space at reasonable rates 


ALL THIS — PLUS: 


Olympic pool and private ocean beach 


Over a hundred luxury cabanas 
with individual bathrooms 


Magnificent covered outdoor pavilion for 
dining and dancing, outdoor meetings 


Three delightfully different 

dining rooms to suit your every mood 
Informal gaiety and dancing in 
Harry's American Bar — Garden Café 


Fabulous entertainment nightly 
in the unparalleled Café Pompeii 


ROBERT H. WHALEN, Director of Sales 


GEORGE E. FOX, Managing Director 


SEND NOW FOR COMPLETE 
CONVENTION BROCHURE 
tin rT 


POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
people. Four tiers assure all in attendance perfect view of the speaker's table. 


30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting Rooms. 
New York: Circle 7-6940 * Chicago: MOhawk 4-5100 « Cleveland: PRospect 1-7827 * Washington: District 7-7346 


OCEANFRONT, 45th to 47th STREETS, MIAMI BEACH, FLORIDA 
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2 REASONS WHY 
CONVENTION PLANNERS | 
CHOOSE UNITED 


Your job is easier when you include United as 
part of your convention planning tool-kit. Dele- 
gates spend less time traveling, arrive rested, re- 
laxed; and have more time for convention busi- 
ness and meetings. What’s more, United offers 
both luxurious First Class or economical Air 
Coach with convenient schedules to 80 major cit- 
ies coast to coast and to Hawaii... it’s the con- 
vention route of the Nation! 


Pre- and post-convention tours featuring 
attractions all the way from New England to 
Hawaii. For example, United’s low-cost V.I.P. 
(Vacations Individually Planned) offers 7 full 
days at Waikiki with hotel and round trip trans- 
portation as low as $271.50, plus tax from Cali- 
fornia. Comparable low prices for California and 
the Golden West, Las Vegas, Rocky Mountains 
and New England. Get full details today. 


UNITED AIR LINES 


Write to: M. M. Mathews, Supt. of Convention Sales, 
United Air Lines, 5959 So. Cicero Ave., Chicago 38, Illinois. 
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+ IT’S SO CONVENIENT TO CONVENE AT THE 
SHERMAN, where there are plenty of rooms for 
Under One all your guests . . . plenty of single-floor space 
for all your. exhibits. No time lost racing around 


town! No tiresome stair-climbing! No bothersome 


elevator-riding! 
Roof... PLANNED SINGLE-FLOOR CONVENIENCE 


® Over 40,000 square feet of air-conditioned 
exhibit space 
27 air-conditioned meeting rooms, accommodat- 
ing 10 to 2,000 


PLUS .. 


¢ Exceptional banquet facilities, for functions of 
any size 

@ 1501 redecorated rooms, many air-conditioned 

© Radio in every room — TV in many 

® World-famous restaurants: College Inn Porter- 
house, steak house of America — Well of the Sea, 
seafood flown fresh daily from the principal 
rivers, lakes, and oceans of the world. And for 
exceptional food at considerate prices, the smart 
Celtic Grill and Cocktail Corner are long-time 
favorites of both Chicagoans and visitors. The 
Coffee Shop and the Snack Bar provide excellent 
meals quickly 
The Sherman is in the heart of Chicago’s shop- 
ping, theater, and financial district 

CHICAGO'S MOST CONVENIENT HOTEL Drive-right-in convenience — the only hotel in 

Chicago with on-premise garage facilities. No 
waiting for busy doormen when you arrive... 
no waiting for delivery when you leave. 


Danny Amico, Vice President and Director of Sales, backed by 
highly qualified staff, is on hand day and night to attend to all 
your convention requirements. For help in planning 
your next convention, phone, wire, or write Danny. 


THE 


CHICAGO'S MOST CONVENIENT HOTEL 


? 
RANDOLPH, CLARK AND LASALLE STREETS 
TELEPHONE: FRANKLIN 2-2100 * TELETYPE: CG 1387 
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AS THE EDITORS SEE IT 


SALES MEETINGS 
October 5, 1956 


It's About Time We Knew 
What We're Talking About 


When your company or your association announces 
that it will hold a symposium, how many in your poten- 
tial audience do you suppose know exactiy what they are 
to experience? ‘Try an easier one, a clinic. How many 
people really know what a clinic is; how it differs, say, 
from an institute? 


Mighty few know one meeting designation from 
another, simply because techniques have never 
been defined clearly in an attempt to standardize 
them. 


What one man calls a symposium is what another in- 
sists 1s a panel. And these are simple terms that you 
might expect every meeting planner to have firmly in mind. 

It really opens the way to confusion when you talk 
about a work conference as opposed to a workshop. You 
can go still further and talk about application groups and 
orientation groups. 

What’s the difference? Does it really make a differ- 
ence? : 

Many types of group methods have been devised 
to accomplish specific goals through human inter- 
action. To take advantage of the variety of tech- 
niques open to us as meeting planners, we have 
to know one procedure from another. 


If we don’t know the difference between a symposium 
and a panel, it means that we may never be using one of 
these techniques. More confusion on terminology: less 
use of techniques. 

Some associations and companies go through life with 
meeting programs that alternate between a speaker and a 
panel. Perhaps if they knew what a conflict presentation 
was, they'd use it to advantage. Perhaps if somebody 
showed them that there are distinct types of meeting pro 
cedures with clearly defined techniques and goals, they 
might be tempted into applying group dynamic principles. 
They might even be prompted to develop a meeting that 
keeps the audience interested instead of apathetic. 

Manuals have been prepared by some associations to 
outline the various types of meetings they stage. How- 
ever, the descriptions of procedures often overlap and are 
based on developments peculiar to the individual groups 
involved. ‘Their terms are often interchangeable and 
ambiguous. 
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Somebody has to go on record and state clearly 
what each meeting technique is and how it should 
be identified. At the moment, we are working on 
such a project with Conference Counselors, New 
York City. Aim is to come up with a standardiza- 
tion of terms and procedures that will cover just 
about every type of group. 


Conference Counselors are specialists in group dynam- 
ics. “They have acted as consultants to government to 
help Uncle Sam stage productive meeting for business 
interests abroad. ‘They are advisors to some of the largest 
associations in the country as well as major corporations. 
Because of their comprehensive background in group pro- 
cedures, they are eminently qualified to work toward a 
standard nomenclature for use of meeting planners. 

The research project should be completed in time for 
our January + issue. It will be presented as an illustrated 
guide to modern meeting styles, groups and methods. Not 
only will it differentiate between various techniques, it 
will explain the purpose of each. 

It is an ambitious project, but one that needs doing. 
Unless we all know what we're talking about, we can’t 
work together on meeting plans. And, as important, it 
is about time we had a guide to the many meeting 
methods open to us. Because each technique has a special 
purpose, we should plan to incorporate the best methods 
to meet our needs in our sales meeting and convention 
programs. 


Facilities Issue in Nov. 


Convention Facilities Issue, the roundup of convention 
and exhibit facilities data on hotels and auditoriums 
throughout North America and nearby islands, will be 
published November 16. In addition to facts on facilities, 
it will include again a directory of suppliers of all the 
equipment and services used by meeting and exhibit 
planners. 

This big, special issue is timed to help you select sites 
and services for your 1957 activities. All data have been 
checked, revised, and expanded to include newest con- 
vention hotels and auditoriums, and changes in facilities, 
rates and other pertinent facts. 


the convention spot 


that has everything. 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience 
facility, including a movie theatre, post office, 
photo shop, florist, gift shops and church serv- 
ices. There’s a real wide-open western welcome 
awaiting, so why not make your plans now! 
Convention season, early April to July 1 and 
after Labor Day to October 15. 


GOLF @ TENNIS @¢ SWIMMING e 
HORSEBACK RIDING @ SKEET AND 
TRAP SHOOTING e FISHING e@ 
MOVIES @ BOWLING e@ DRIVE 
YOURSELF SERVICE ¢ OUTDOOR 
ICE SKATING ¢ DANCING 

AND EVENING ENTERTAINMENT 


OWNED AND OPERATED BY UNION PACIFIC RAILROAD 


MEETING AND BANQUET ROOMS 
MEETINGS 


No. of Rooms Max. Capacity 
Opera House 500 
Duchin Room 100 
Slalom Room 100 


(Numerous smaller rooms 20 to 50) 


BANQUET 
No. of Rooms Max. Capacity 
Lodge Dining Room 350 
Continental 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays. 


RATES: American Plan 


per person, two 
$45 ina room RATES ON 


$ { g per person, REQUEST 


single room 


European Plan 


Capacity: Sleeping accommodations for 500 persons 


FOR RESERVATIONS and complete UNION 
information address Mr. Winston PACIFIC 
McCrea, Mgr., Sun Valley, Idaho. RAILROAD 
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Feel like low man 


om the totem pole? 


Putting on a sales meeting is one picnic that’s 

no picnic. We know what you're up against. 
Sympathy, etc. But why not give yourself a break 
where the liquor’s concerned? Here’s one time 
when it’s smart to pass the buck. 


You know how it is when you start asking yourself 
what kind and how much and what was wrong 
with the gin the last time. Relax. Let Hiram 

do it. All you have to do is: 


Look up “Hiram Walker” in the phone book. Dial the 
number, ask for the head man, and tell him what’s on 
your mind. He knows the local hotel managers and 
headwaiters, knows from experience how much liquor 
will be required and what kinds. Wish the whole 
problem off on him. He’ll thank you, you’ll thank him, 


IMPERIAL} YoutAeai 
"2 


WP Ree WALES ~ 


Hiram Walker & Sens Inc. 


PEORIA, ILLINOIS 


Canadian Club » Blended Canadian Whisky « 6 years old + 90.4 proof + Imported in bottle from Canada by Hiram Walker Importers Inc., Detroit, Mich.—Imperial 
Hiram Walker's Blended Whiskey « 86 proof * 70% grain neutral spirits—Walker’s DeLuxe « Straight Bourbon Whiskey « 7 years old + 90.4 proof —Hiram Walker's 
Distilled London Dry Gin + Distilled from 100% American grain » 90 proof—Creme de Menthe « 60 proof * Hiram Walker & Sons Inc., Peoria, Illinois. 
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EXHIBIT PARADE 


Convention Exhibits ¢ Commercial Interiors © Merchandising 


AMERICA’S FIRST FAMILY OF PLASTICS—was 
dramatized in this striking Plastics Show exhibit for 
The Dow Chemical Company. The basic qualities and 
advantages of the raw materials were emphasized, 
along with Dow “‘firsts’”’ in the industry. Six giant 
cans and packages “‘poured”’ colored plastic granules 
in a continuous simulated animation. At left end, a 
large ferris wheel with clear plexiglas buckets picked 
up colored Dow plastic granules and dumped them 
at the top into clear plexiglas hoppers—a successful 
crowd stopper. 


CONTROL WITH DOLE is the theme of this Dole 
Valve Co. exhibit in the Ford Rotunda. As suppliers 
of engine thermostats and heater control units to the 
automobile industry...Dole’s problem was to show 
“what they are”’ and ‘“‘what they do”’ to a lay audience. 
This was accomplished by animating a flow diagram 
of car radiator and engine heating and cooling systems 
synchronizing the animation with large working 
mock-ups of actual products and with sound. 


Displays ¢ Sales Presentations ¢ Caravans e Models @ Animations 


TAKING OUR OWN MEDICINE—We paid $960.00 
for space, designed and built an exhibit and went after 
business at the Exhibitors’ Advisory Council ‘Show 
for Shows’’. A picture tour of our plant was the main 
feature—because so many people who have actually 
gone through have expressed surprise at the many 
skills we employ, our size and the scope of our opera- 
tion. We projected slides of exhibits, displayed a cut- 
away demonstrator sample, and tied in with the EAC 
Clinic program with photos of our exhibit work in the 
Museum of Science and Industry, Disneyland and the 
Producers’ Council Caravan. Results? Promising. 


DUST-STOP STOPS DIRT —as proved by the mecha 
nized demonstration that was the attention feature of 
this Owens-Corning Fiberglas Corporation exhibit at 
the recent Plumbing Show. A dirty travelling belt, 
bearing appropriate legends, entered the giant Dust- 
Stop filter on the left and emerged from the other side 
snowy white. Insulation products for plumbing and 
heating were shown at sides, with factual feature 
story. Center animated unit was planned for multiple 
use in other exhibits. 


eneral exhibits and displays ine. 


2100 N. RACINE AVE. - CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 
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Buyers or just lookers? 


Now It Can Be Proven: 
Industrial Show Visitors Buy What They See 


Intensive study of visitors to industrial show reveals that 


89°, who spend a half day or more to view exhibits 


planned to buy or consider purchase of equipment on 


display. Bold step to validate buying influence was made 


by American Society of Tool Engineers at recent show. 


BY JOHN T FOSDICK © Research Editor 


How much actual buying does an 
industrial show stimulate? Do com- 
panies buy machinery and materials 
as a result of show visits? Is it the 
exception or the rule that visitors at 
an industrial show are influenced to 
consider purchases of the things that 
they see on display? 

‘These constantly run 
through the minds of sales executives 

every time they plan a schedule of 
shows in which to exhibit or okay 
exhibit budgets. Provable results 


questions 
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have not been available. Many ex- 
hibiting companies have been inclined 
to look upon industrial shows as 
strictly institutional promotional ef- 
forts because seldom. do show visitors 
buy capital equipment on the show 
floor. 

When sales materialize months or 
years later, how can an exhibitor pos- 
sibly know that the initial influence 
to buy was stimulated at his booth in 
some bygone show? 

At trade shows that attract distri- 


butors and dealers, it has been simple 
to accumulate buying statistics. Pur- 
chases are made right in the booth. 
The show visitor is in a position to 
make immediate decisions to buy, or 
soon enough afterwards to be trace- 
able to the show exposure. 

In the case of heavy equipment, 
the problem is compounded by shared 
decisions to make a purchase, engi- 
neering considerations which require 
study and testing, expansion and im- 
provement programs in progress o1 
on drawing boards, and a host of othe 
vital factors. They all add up to de- 
ferred purchases. 

Because exhibiting at an industrial 
show is a large investment, companies 
that participate should have statisti- 
cal data on which to base their deci 
sions. Is the show in fact a marketing 
medium that will result in sales and 
be worth a sizable expenditure, or is 
it wiser to spend the budget in another 
direction ? 

To answer questions on buying 
stimulation at an industrial show 
American Society of Tool Engineers 
sponsored a new type of study. Aim 
was to determine buying influence at 
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Proportion of Visitors to ASTE Show Who Reported 
That They Plan to Buy Or Investigate Items for Purchase* 


Named one machine or item to be bought or investigated . 24% 
Named two items to be bought or investigated . 
Named three items to be bought or investigated 
Named four items to be bought or investigated 
Named five or more items to be bought or investigated 
Total who plan to buy or investigate . 
Had not yet seen anything to buy or investigated 


* This is based only upon visitors who had spent at least one-half day at the 1956 Tool 


Engineering Show. 


the Tool Engineering Show, in Chi- 
cago, March 19-23. 

This bold project called for re- 
search methods that would supply in- 
formation free from bias or confu- 
sion. Many executives might say that 
they bought equipment as a result of 
having seen it at an industrial show 
when in fact they had been influenced 
initially by salesmen’s calls and 
printed advertising media. What 
was wanted was data on the initial 
influence to buy ; and to know whether 
show visitors actually bought equip- 
ment that they had seen or whether 
they ended up with something else. 

To secure accurate data, a study 
was prepared which entailed inter- 
viewing visitors at the Tool Engi- 
neering Show who had spent at least 
a half day viewing exhibits. John T. 
Fosdick Associates, New York City, 
stationed three principals of the re- 
search company at strategic spots in 
the show to interview visitors. During 
the week of the show, 240 visitors 
were questioned fully. 

Average visitor, according to sur- 
vey results, spent over eight hours at 
the show. Of those interviewed, 59% 
had spent a full day or more at the 
show. 

Interviews were longer than the 
usual show research study. After a 
few simple questions to secure co- 
operation of the respondent, the in- 
terviewer asked whether the visitor 
had seen anything at the show that 
he intended to buy or recommend for 
purchase by his company. 

If an affirmative answer was given 
(as it was in 89% of completed in- 
terviews) the respondent was asked 
to name the specific machine or items, 
to give the exhibitor’s name and de- 
tails of the product or products. These 
sometimes included model numbers, 
sizes, construction features and other 
identifying factors. 

In a few instances, the respondent 
even accompanied the Fosdick organi- 
zation interviewer back to the booth 
to point out or clarify equipment 
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which he intended to recommend to 
his company. Thus, we were in a 
position to know exactly what the 
man saw at the show that he in- 
tended to follow up and buy if possi- 
ble. We had a workable control on 
confusion or change. 

Approximately three months after 
the 1956 Tool Engineering Show 
closed, a letter was sent to each man 
who was interviewed. It was signed 
by the Fosdick executive who inter- 
viewed him at the show. The letter 
named the items that the respondent 
had said he intended to buy or recom- 
mend for purchase and asked whether 
any action had resulted: whether a 
purchase had been made, or another 
type or make of product was pur- 
chased, or whether purchase was still 
under investigation, or whether a de- 
cision had been made not to buy at 
this time. 

Thus, we were in a position to 
check and see what purchases ac- 
tually had followed inspection of 
equipment at the show. In addition, 
we were in a position to check with 


manufacturers to determine whether 
particular equipment was shown to 
the industry first at the show. This 
is a further check on the influence 
of the show visit on final purchases. 

Some respondents reported, in an- 
swer to the first letter, that the pur- 
chase was still under consideration. 
A second letter will be sent to them 
in another 60-90 days. This follow- 
up will continue for nearly nine 
months. 

Many of the 240 have replied that 
substantial purchases had been made 
—purchases that range from a few 
hundred dollars up to $80,000 for 
one machine and $290,000 for a sin- 
gle plant—and they list these pur- 
chases in considerable detail. 

As an added check on accuracy, 
American Society of Tool Engineers 
plans to have interviewers call at 
many plants of respondents to inter- 
view these men once more. At this 
time, interviewers will try to inspect 
and perhaps even photograph equip- 
ment and thus further validate re- 
sponse to the survey. 

At the same time, plant calls will 
be used to secure information on the 
nature of the follow-up by exhibitors, 
alternate products that were consid- 
ered before purchase was made, and 
factors that played a part in the ulti- 
mate purchase. 

This research study will not only 
supply accurate data on buying in- 
fluence of an industrial show, it will 
offer insight into buying practices in 
industry. 

More results, plus figures on the 
final percentage of interviewed show 
visitors who made purchases as a re- 
sult of the show, will be included in 
another article. 

The End 


4+ arbesevgs 
SALES MEETINGS 


"You think your exhibit budget was cut to the bone?" 
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Special trains bring 
250 retail salesmen 
from Georgia Power Co. 


to experimental meeting 


MEMBERS OF AUDIENCE were used on stage to demonstrate Westinghouse superiority 
over competition. Jack Le, laundry equipment manager, extreme left, put his “cast” 
through the paces. It was all part of an experiment to train salesmen at the factory. 


Westinghouse Tries Retail Training at Plant 


Confederate flags waved, the city 
band played “Dixie”, and some 250 
Georgia Power Company salesmen 
debarked from special trains inside 
the warehouse of the Westinghouse 
plant, Columbus, Ohio. Their visits 
were part of an experiment by West- 
inghouse in retail sales training. 

Salesmen were brought in two spe- 
cial trains from Atlanta. 

While sales training normally is a 
distributor function, Westinghouse 
executives decided a factory-sponsored 
meeting inside the plant might whip 
up added enthusiasm as well as a 
morale incentive for production em- 
ployes. Georgia Power was picked 
for the experiment because this long- 
time Westinghouse dealer, accounts 
for a minimum of 10% of the appli- 
ance volume in Georgia. 

The southerners assembled in At- 
lanta one afternoon, boarded a sleeper 
train and were debarked on a siding 
inside the sprawling warehouse here 
the next morning. After debarking, 
they moved to the new cafeteria for 
a southern style breakfast including 
hominy grits. 

After breakfast they met in the 
auditorium where Westinghouse ex- 
ecutives welcomed them and _ then 
went through an intensive series of 
product sales training meetings. 

Following lunch, salesmen were di- 
vided into small groups and taken on 
a tour of the plant’s refrigerator and 
freezer manufacturing operations. 
Balance of the afternoon was taken 
- up with additional product training 
; and that evening there were cock- 


tails and a banquet. At midnight, the 
POLITICAL STYLE PARADE, staged by factory employes, was used to dramatize sales special train headed back to Atlanta. 


points on signs held aloft. Entire program was light and fast paced to please salesmen. The End 


ONLY ROLE for pretty Kathy Kerner was to stroll across the stage whenever training 
talk appeared to be tiring. While she revitalized the audience, she left factory speaker 
Bob Boedicker both limp and speechless. He was one of many plant people to participate. 
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IMPRESSIVE through its sim- 
plicity and openness is Libbey- 
Owens-Ford Co, exhibit at 
National Housing Center. 
Model homes, all of which 
have vast areas of glass, seem 
to float in space. Disadvantage 
to this display, say some ex- 
hibit designers, is that visual 
confusion exists because you 
can see through this exhibit 
and receive impressions from 
some display areas behind it. 


Permanent Exhibit Poses 


If you plan permanent exhibits in showrooms, plant or pub- 


lic area, you can learn from the experience at the National 


Housing Center. Designers are discovering—the hard way 


—that usual trade show display techniques need revision. 


hen the National Housing Cen 
opened in Washington, D, C., 
October, exhibit designers were 
faced with a new challenge. No long 
er were they restricted by stringent 
ules adopted as standard by trade 
shows. No longer did they have to 
exhibit that would be built 
go up and down with a minimum 
of labor. No longer would they be 
equired to stick fairly closely to a 
vertical back wall. 


At the Center, they could use every 


plan ili 


to 


ubic inch of space, from 18 inches 
ibove the floor to a height of seven 
feet. ‘Chey could put as many four- 
feet by four-feet units together in any 
shape they wanted and could afford, 
and they could fill as much of the 
volume they rented as they liked. 
They could design an exhibit which 
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would stay put for the length of the 
three-year lease, without thinking 
about problems of shipping or of in- 
stallation. 

Now, after a year’s operation, how 
did the designers’ ideas work out? 
How successful were their plans? 
What new ideas did they come up 
with? How successful is the whole 
idea? 

From a promotional standpoint, 
the Center is successful. Its attend 
ince is building steadily, with each 
month bringing an increase in the 
number of visitors who register at 
the desk. And a high proportion of 
them are quality visitors, who come 
seeking specific information, ready to 
follow up on new ideas and to make 
substantial purchases. Requests for 
literature, all of which must be fun- 


Problems 


neled through the reception desk, 
show a sense of selectivity and real 
interest. New manufacturers are sign- 
ing up and taking space. 

But from a design standpoint, the 
question is not quite so clear, There 
is no doubt that the effect on the visi- 
tor is far different than that at stand 
ard trade shows. Yet, you get a feel- 
ing, as you walk through the five 
floors of commercial exhibits, that de 
signers have not quite grasped the 
concept. 

Leonard Rennie, Design and Pro- 
duction, Inc., Alexandria, Va., de 
sign consultant to the Center, feels 
that most designers have failed to 
make the most of their opportunities. 
“Many of the designs that have been 
submitted,” he says, “have not con- 
sidered the difference between this 
set-up and the ordinary trade show. 
In particular, designers do not seen 
to have thought through the special 
requirements of the Center and the 
correct approach to use in designing 
for such an exhibit.” 

Other designers, however, believe 
the fault lies in the basic concept. 
“Having to walk around outside an 
exhibit,” says Donald McLaughlin, 
Jr., Presentation Associates, Wash- 
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{ UNDRAMATIC PRODUCT, 
* small masonry nail, is drama- 
tized with large engravings on plastic. 
This faces elevators so that visitors to 
National Housing Center can look 
through plastic sheet and see rest 
of display. 


9 HARDWARE IN USE is demon- 
® strated with this small unit. 
Doors all work and things that should 
open actually do open when visitors 
try them for themselves. 


3 LARGE PANELS attract atten- 


tion to this compact exhibit 
which offers sample books for closer 
study. Panels are faced with copy on 
reverse side and tilted bottom shelf 
in rear shows large squares of carpet- 
ing for various rooms in the home. 


4 IMAGINATIVE USE of material 
* being exhibited makes it the 
structural material of the exhibit it- 
self, even the egg-crate ceiling. This 
is a four-feet by eight-feet exhibit at 
the National Housing Center. 


5 ACTUAL SAMPLES of flooring 
* are pivoted on a horizontal axis 
so that visitors can turn them. Sides 
of this single-unit exhibit make use 
of flooring material. 


. COMPACT DESIGN of | this 
* four-feet by four-feet unit al- 
lows for 120 feet of exhibit space 
without loss of openness, Product it- 
self is placed overhead, where it 
belongs. 


For 
HIGHLY 
SUCCESSFUL 
MEETINGS | 
its 
hiqh point inn 


IN THE PICTURESQUE 
POCONO MOUNTAINS 


» High Points: 


@ All rooms with private bath and ‘phone 
® Accommodations for 150 people 
© Large variety of modern meeting rooms 
© Unexcelled Pennsylvania Dutch Food 
@ 16mm sound movie projector and screen 
@ Public address system 
@ Panels and blackboards 
@ Raised speakers platform with rostrum 
@2” x 2” and 35mm kodachrome 

slide projectors 
@ Easily accessible by car, 

bus, rail or air... 

only 100 miles from New York City 


RECREATIONAL FACILITIES 


golf, 9 & 18 hole courses 

deck tennis ; 
swimming pool 

badminton 

shuffleboard 

horseback riding 

archery 

billiards 

sun bathing, croquet, table tennis, 
horseshoes, mountain hiking, indoor 
games, putting green, outdoor 
barbecues, Parisian Cocktail Lounge 


For full information and brochure, write: 


Chas. D. Geissinger, Managing-Owner 
John C. Potteiger, Sales Representative 
Phone—New York—TEmpleton 1-2605 


high 
point 
io 


Mount 

Pocono 52, 
Pennsylvania 

Call Collect——Mt. Pocono 3811 


ington, D. C., “doesn’t allow the best 
identification of the viewer with the 
product. I also find it confusing to 
look through a display and lose the 
details in a complicated background 
of other exhibits, The needs of good 
design almost force you to provide 
your own background. While the 
Center’s plan is extremely interesting 
as an experiment, I doubt if it will 
have many imitators. The more for- 
mal, straight-line arrangement still 
has advantages.” 

These, of course, are long range 
thoughts, but some more practical les- 
sons have been learned in the months 
since the opening of the Center. One 


| is the comparatively short life of ani- 


mation devices when run seven days 
a week for months on end. An inordi- 
nate amount of time of the Center’s 
exhibit maintenance staff has been de- 
voted to repair and replacement of 
light motors, switches, turntables and 
so on. New exhibitors are urged to 
use animation only where it is vital 
to tell the story, and wherever pos- 
sible, to start them going only when 
a visitor pushes a time-delay switch. 
Accessibility is also an important fac- 
tor. 

A number of designers failed to 
furnish sufficient ventilation for in- 
candescent bulbs, forgetting, perhaps, 
the number of hours the exhibit 
would be continuously lighted. As a 
result, those bulbs quickly overheat- 
ed, with disastrous results on their 
life. This was particularly true of ex- 
pensive projector lamps. 


Organization of material is often 
weak, Some designers, used to think- 
ing of their displays as the back- 
ground for a salesman’s activity, were 
at sea when trying to show large 
masses of technical or semi-technical 


_data without being overwhelmed by 


text. The result, in many cases, is 
confusion. 

On the positive side, the ability to 
use the entire space allowed freedom 
of design, and brought out some good 
techniques in handling space. Hori- 
zontal panels, both below and above 
eye-level; mobiles made up of sam- 
ple swatches; letting the viewer han- 
dle things; these were all techniques 
adopted with varying success. Of spe- 
cial interest was the variety of treat- 
ments adopted by designers to handle 
large numbers of sample swatches. 
Most lines come, of course, in many 
colors and/or textures, and it is im- 
portant to permit the visitor to see 
and even handle all of them. A few 
of the methods adopted are illustrat- 
ed, but there were many other ways 
chosen by designers. 

In spite of these criticisms, the 145 
displays taken as a whole show a 
high standard of design. Careful 
study of details should add a wealth 
of ideas to any exhibit designer’s or 
producer’s resources. From this stand- 
point as a whole, the Housing Center 
becomes a “must” for the Washing- 
ton visit of anybody professionally 
concerned with modern display tech- 
niques. 

The End 


historical documents. 


giveaways. 


Pa. 


Turns Company Documents Into Giveaways 


Your company’s old documents, original orders, incorporation 
papers or other papers of historical value can be reproduced for pro- 
motional or educational giveaways by the same company that supplies 
replicas of the Declaration of Independence, Bill of Rights and other 


Historical Documents Co. just announced that it will duplicate 
company documents in quantity through its special process that gives 
documents the appearance and “feel” of old paper. 
are reproduced on antiqued parchment paper with the same technique 
employed to match the Declaration of Independence. 

In addition to historical documents, from Washington’s Inaugural 
Address to Lincoln’s Gettysburg Address, the company has repro- 
duced currency used in the Original Thirteen Colonies. 
rency reproductions are available in quantity for direct mail use or 


Historical Documents Co. is at 12 N. Preston St., Philadelphia 4, 


The documents 


The cur- 
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When you meet and greet in 


CANAD 


=| 


EDMONTON MUSKOKA AREA 

JASPER O LAURENTIANS 

VANCOUVER BANFF @ / CALGARY WINNIPEG TORONTO MONTREAL 
e @ 


e @ HALIFAX 
QUEBEC 


VICTORIA 
LETHBRIDGE BOSTON 


DETROIT 
WwW 
SEATTLE @ CLEVELAND NE YORK 
CHICAGO 
© ATLANTIC CITY 


you I! appreciate TCA‘s speed and service 


The colourful cities and resorts of Express services by luxurious Super Con- Fly TCA — your quick, easy way TO 
Canada are just a few hours away — _ stellation link Montreal, Toronto, Winnipeg AND ACROSS ALL CANADA — now 
less than a day from any large U.S. city. and Vancouver. Services by Viscount — quicker, more convenient than ever! 

TCA directly serves New York, Boston, the world’s first turbo-prop airliner, intro- 
Cleveland, Detroit/Windsor, Chicago, duced to America by TCA — give fast, 
Tampa-St. Petersburg, Seattle-Tacoma. smooth flying on inter-city routes, on 


SPECIAL FARE REDUCTIONS AVAILABLE FOR 
GROUP TRAVEL 


See your Travel Agent or TCA Office in: Boston, 


Connecting TCA services wing you routes from the U.S.—on Canadian inter- 
ft] ] . . ‘ Chicago, Cleveland, Detroit/Windsor, Los Angeles, 
Swiitly east or west, clear across Can: ada. city and trans-Continental routes. New York, Seattle, Tampa-St. Petersburg 


(ty) TRANS-CANADA AIR LINES 


“Host to the Nation” and to many thousand convention 
delegates each year, the Affiliated National Hotels have the 
“Know-how” and the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 
in each. Address Convention Dept., Affiliated National 
Hotels, P. O. Box 59, Galveston, Texas, or call Galveston 5-8536 


ew Orleans San Antonio, Tex. 
JUNG HOTEL MENGER HOTEL 


Norfolk, Va 
MONTICELLO HOTEL PAXTON Ho tL 


Dallas, Tex Columbi “a \ 
BAKER HOTEL WADE HAMPTON HOTEL -—%. 


Birminghan San Angel 


B am, Ala 
THOMAS JEFFERSON HOTEL CACTUS WoTEL 


Laredo, Tex Beaumont, Tex. 
PLAZA HOTEL EDSON HOTEL \ 
Washington, D. C 


WASHINGTON HOTEL STEPHEN. F AUSTIN “e) 
aso, Tex. Mobile, Ala. ' 


Ei P 
CORTEZ HOTEL ADMIRAL SEMMES HOTEL Fos 
Indianapolis, Ind Brownu , 
CLAYPOOL HOTEL BROWNWOOD HOTEL \ 
ma! 


Galveston, Tex Lubbock, Tex. 
GALVEZ HOTEL LUBBOCK HOTEL 
BUCCANEER HOTEL 


New Orleans—DeSoto Hotel Clovis, N. M.—Clovis Hotel Dallas, Tex.—Travis Hotel 
Other Affiliated | Mariin, Tex.—Falls Hotel Galveston, Tex.—Jean Lafitte Hotel, Coronado Court 
National Hotels Hotel, Miramar Courts San Antonio, Tex.—Angeles Courts 
Mountain Lake, Va.—Mountain Lake Hotel 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 
New York—Murray Hill 66990 Washington—Executive 36481 
Chicago—Mohawk 45100 Mexico City—10-48-00 
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What I've Learned from My 
11,000 Speaking Engagements 


Genial Gene, the old pro at addressing sales meetings, 
gives six rules to follow when you speak. His hints are the 


result of 45 years platform experience across the country. 


BY GENE FLACK 


Sales Counsel and Director of Advertising 
Sunshine Biscuits, Inc. 


“There is no substitute for pre- 
paredness”’ is a slogan that should be 
emblazoned on the shirt front or the 
seat of the pants (whichever is visible 
most of the time) of every program 
chairman in the world. 

Physical fitness of the auditorium 
and props for a meeting are about as 
important as mental and physical fit- 
ness of participants. In other words, 
the physical set-up of any conclave can 
determine 50% of its success. 

Many a potentially effective meet- 
ing has been made a shambles by poor 
planning of physical arrangements. 

Just as “nature abhors a vacuum,” 
so the average inexperienced program 
chairman ‘‘abhors an empty stage.” 
He writhes in laborious cerebration 
trying to figure out what additional 
things and people he can pile on that 
vast platform behind the speaker. 

Some time ago I was participating 
in a municipal sales rally where the 
Committee on Arrangements had ac- 
tually built a grandstand on the stage 
behind the speaker. This was not a 
luncheon. It was not a dinner. But 
four tiers of tables were built up in 
grandstand fashion and 40 — you 
count ‘em! — industrial executives 
were placed on display on this world’s 
largest “brass rack.” 


Fight with Back to Wall 


How long, Oh, how long” have 
the late Dale Carnegie and Ed J. 
Hegarty of Westinghouse—two great 
pros—preached and written on the 
subject of sales meetings of all kinds: 
“Fight with your back to a blank 
wall! Be the whole show!” 

I’m sure Ed will forgive this quote. 
I could quote others. (You recall, a 
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man who steals from one is a thief, 
but if he steals from 1,000 he’s a re- 
search expert. ) 

I would make only one amendment 
to Ed’s statement. His dictum goes 
for all meetings—not just sales meet- 
ings. 

Many is the time these pros have 
chased me and others off the stage or 
platform before they'd even utter a 


syllable! 


More Important Than Speaker 


They have pointed out so rightly 
that anyone in any audience at any 
time doing anything except quietly 
listening is more important than any 
speaker anywhere, any time! 

Someone in the audience sneezes. 
Stop, brother, you are through until 
everyone in that area has looked 
around in “agonizing appraisal” of 
the situation. 

Someone drops a coin, Hold it, 
buster, you've lost your audience until 
all have canvassed this great economic 
crisis. 

Someone leaves the hall, a baby 
cries, a radiator starts to bang, a chair 
scratches on the floor, somebody 
coughs, somebody snores, somebody 
whispers loudly—any disrupting inci- 
dent in the audience stops any meeting 
cold. It’s absolutely futile for a speak- 
er to try to carry on. He must capi- 
talize on any such interruption by 
recognizing the incident and probably 
making some crack about it. Then, 
when all is settled again—push on. 
For example, when a man leaves the 
room, “You know where it is, Sir?” 
will usually keep the balance of the 
audience seated until rigor mortis sets 
in. Or when a man sneezes. “I knew 
a guy who blew out his brains with a 


pocket handkerchief.” please! 

Well, if such minor incidents as 
these in an audience can and do balk 
a speaker, imagine what happens when 
you have 40 good people sitting on 
the stage behind you in full view of 
the audience. When they innocently 
look at their watches, write notes, 
pick their teeth, blow their bugles, 
check their timetables, whisper to a 
neighbor, cross their legs or even sit 
as conspicuously immobile as a Sphinx, 
they distract the audience and there- 
fore the speaker a thousandfold more 

-or five thousandfold more if there 
are 5,000 people in the audience. 

So, phooey on this fear of an empty 
stage! Except for a dialogue, a’ pres- 
entation of some kind or a skit, no 
one but the person speaking should 
ever be on the platform. 

As Jimmy Durante has lamented 
so many times, “Everybody wants to 
get in da act!” 


Quiet, 


All Should Scram 


The presiding officer, program 
chairman and individual introducing 
the speaker—all should scram either 
into the wings or down the stairs into 
reserved front row seats the moment 
their stint is over. This isn’t always 
an idea easy to sell as all these boys 
like that spot in the limelight. 

Bill Shakespeare said, ‘Life is but 
a poor player who struts and frets his 
weary hour upon the stage and then 
is heard no more.” All of an associa- 
tion’s officers—past and present—all 
committee members, probably feel 
that this “hour upon the stage’’ is the 
only reward they get for a lot of pre- 
paratory work. And they want it! 

There is nothing more dramatic 
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WHERE should we have our convention? 
WHAT hotels are recommended? 
WHEN is the best time? 


Whatever your convention question . ee ask 


American’s convention specialists! 

rleertyreferrereeregts 
Promptly—and without obligation—you can get authoritative answers to 
any of your convention questions from the specialists of American Airlines. 
These experts would also welcome the opportunity to assist you with all 
of your convention planning. With unmatched experience in group travel 
... the most modern fleet aloft . .. and flights to seventy-seven key cities, 
American Airlines is best qualified to help you insure the success of your 
convention. Contact your local American Airlines ticket office or write to: 
Mr. R. A. MacDonald, Convention Manager, American Airlines, Inc., 


100 Park Avenue, New York 17, New York. 


AMERICAN AIRLINES 


Americas lading =HAurline 
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than one man alone on the apron of 
the gigantic Radio City Music Hall 
stage in a solo speech. And that’s true 
of the biggest stages in the biggest 
auditorium in the world—or the 
smallest. 

That’s Point No. 1: 
stage—but clean! 

Sidney Harris has suggested the 
reason women’s fashions are so habit- 
ually outlandish is that they are de- 
signed by men “who just hate 
women.” What revenge! 

If it’s true that many of the women 
interior decorators who create the 


Sweep the 


decor for our largest hotel ballrooms 
“just hate men’ —especially men 
speakers — maybe that accounts for 
the vengeance that they have wreaked. 
They have absolutely ruined many 
major hotel ballrooms in this country 
as a suitable place to hold business 
meetings, luncheons and banquets. 
Maybe I’m just an old-fashioned 
boy. I do know that the great ball- 
rooms of America in days now gone, 
with their brilliant crystal chande- 
liers, their white and gold decor, of- 
fered an atmosphere of gaiety that 
automatically and subconsciously was 


‘Cttention : Convent OVE Mow we 


Yes, your inquiry to the Skirvin 
is the first step in planning a 
successful sales meeting or 
convention. 

Fine food, beautiful surround- 
ings and comfortable accom- 
modations prevail — plus a 
healthy addition of that im- 
portant ingredient . . . exper- 
ienced, friendly cooperation. 
We truly welcome the oppor- 
tunity to tell you of our com- 
plete facilities for handling 
any size group, including 
closed-circuit television meet- 
ings. @ Write for our de- 
tailed “Facts File.” 


Broadway at Park Avenue * 


CEntral 2-441] * 


FIVE HUNORED 
BEAUTIFUL ROOMS 


COMPLETE AiR 
CONDITIONING 


CONVENIENT 
AUTO REGISTRY 


Vhirvin vores 


OKLAHOMA CITY 


Teletype OC 532 


___Dan W. James, President and General Manager 


stimulating to both audiences and 
speakers. But now look at them! The 
gorgeous crystal chandeliers have been 
ripped out and replaced by one-watt 
bulb (hard to find) indirect lights. 
Radiant white and gold have been 
plastered over with gallons of black 
and charcoal paint, Who is the Com- 
munist who invented charcoal paint 
as a means of slowing down the dy- 
namic economy of this country? 

Atmosphere of these giant dungeons 
is about as festive as a midnight 
shambles in the Black Hole of Cal- 
cutta. And for the poor old speaker, 
it’s moider! 


Need Plenty of Light 


And that brings us to Point No. 2: 
Let there be light! Every sales meet 
ing—or sales rally large or small 
should be in a place brilliantly illumi- 
nated, whether it’s held in a ball 
park, stadium, ampitheater or ball- 
room. Every person in the audience, 
whether there are 500 or 25,000, 
should be clearly visible to the 
speaker. 

In a theater, house lights are vir- 
tually extinguished during a show be- 
cause the management is trying to 
create an illusion. By blotting out all 
but the action on the stage everything 
is being done psychologically to trans- 
port the audience into the locale and 
atmosphere of the play being depicted. 
Actors need not be aware of the folks 
out there beyond the footlights—and 
shouldn’t be. 


Check Reaction on Faces 


But in a sales meeting the situa 
tion is just the reverse. You’re not 
trying to create any illusions—you’re 
trying to destroy them. You’re pre- 
senting facts. The speaker wants to 
be able to see and check the response 
and reaction on each and every face 
in the audience. Just incidentally, all 
of that light makes it utterly impossi- 
ble for anyone to sleep, much less 
snore. It promotes insomnia — and 
that’s good, 

Of course, there are those speakers 
who don’t mind if someone in the 
audience dozes off. They figure he 
might nod to something they say. 
Which reminds me of that famous 
crack of Joe E. Lewis when a chap 
at a front table in the Chez Paree, 
Chicago, fell asleep while he was per- 
forming. Joe stepped down from the 
stage, put his arm around the weary 
one and said, “I don’t mind if you go 
to sleep, but it hurt me when you 
didn’t say ‘Good night’.”’ 
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I recall addressing a _ business 
luncheon in the abysmal darkness of 
one of these newly decorated ‘“‘black- 
ballrooms.” There was only a 
shower light over the speaker’s stand. 
In advance I asked the chairman for 
full house lights, please! He checked 
with the management and was ad- 
vised that under union regulations no 
other lights could be turned on in 
that ballroom until the official elec- 
trician arrived at 6 PM. The lunch- 
so I went on. 


out 


eon could not wait 
Distance Determines Response 


And that brings me to Point No. 
3 (if you’re still with me and give a 
hoot). That is: Come in closer, folks. 

Closer an audience can be brought 
to the speaker’s rostrum the better for 
all concerned, 

The distance a speaker is separated 
physically from his audience deter- 
mines definitely the speed and spon 
taneity of the response. 

An orchestra pit separating you and 
your audience is a hurdle. A dance 
floor between you and your auditors 
makes it even tougher. At a Florida 
hotel some years ago we encountered 
a new one—‘“a water hazard.” The 
speaker’s platform was placed on one 
the big outdoor swimming 
the audience was in a grand- 
the other side—some 100 
Try that on your tonsils 

It was an ideal set-up for 
watching a swimming tournament but 
a little less than idyllic for a business 
program. 

Meteorologists say that the interval 
between a flash of lightning and clap 
of thunder tells you how far away 

Similarly when a speaker 
a bolt, the interval, speed in- 
tensity of the thunder of applause (if 

is definitely determined to a 
rreat extent by the physical distance 
separating the rostrum from those 
it in front. 


side of 
pool and 
stand on 
Teet away. 
4 ! 
sometime! 


fires 


good folks o 


Snug Fit Preferred 


The almost perfect set-up is when, 
after a luncheon or banquet, all tables 
are removed and the cash customers 
pile in and pull up their chairs snugly 
against the rostrum, seated so closely 
together that they actually touch each 
other. With contiguity such as this, if 
a big fat fellow in front starts to 
guffaw, the reaction spreads like a 
contagion or chain lightning—all in 
the area are soon chortling and the 
show is on the road. Incidentally, such 
an audience is captive—they couldn’t 
get out if they wanted to. 
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Speaking of captive audiences, the 
head of welfare in the Atlanta Fed- 
eral Penitentiary asked members of 
the Sales Executives Club of Atlanta 
to conduct a weekly night class in 
selling for interested inmates. This 
is a “maximum security” institution, 
as you know. One of the very few 
pens with a lifetime guarantee! This 
is a captive audience for sure. Inci- 
dentally, hundreds have graduated, 
gone out into the business world and 
established themselves as star sales- 
men. Draw your own conclusions. 

One of the who 


inmates volun- 


teered for this course was an elderly 
man who came up after the meeting 
one night to thank the speaker. The 
latter asked him how old he was. He 
answered, “Sixty-six.” 

“How long will you be here?” 

“For life.” 

“Well, if you’re to be confined here 
for life, why would you want to take 
a course in selling?” 

“If I’m ever going to get out of 
here I’ve got to know how to sell!” 

To get the brethren and sisters to 
move up and take the front seats in a 
meeting house is a universal problem. 


For complete information, address 
Charles L. Norvell, Director of Sales, 
The Greenbrier, White Sulphur Springs, 
West Virginia, or inquire of reservation 
offices at: New York, 588 Fifth Avenue, 
JU 6-5500; Boston, 73 Tremont Street, 
LA 3-4497; Chicago, 77 West Wash- 
ington Street, RA 6-0625; Washington, 
D. C., Investment Bldg., RE 17-2642. 


WHITE SULPHUR SPRINGS - 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
1000 and 
features as .. . a brand new auditorium 


. . the latest P. A. 


groups up to includes such 
with a 42 foot stage . 
systems and projection equipment . . . a 
theater with CinemaScope screen . . . and 
superb arrangements for banquets. Don’t 
overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
world-renowned as America’s Informal 


Business Capitol. 


cabetee 


WEST VIRGINIA 
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Some associations solve it by having 
all of the big, heavily upholstered, 
comfortable davenports and armchairs 


= 
\Joreati lp — re placed in the front rows. Rest of the 


chairs are progressively worse towards 


a” : the rear of the hall until those in the 
OW last few rows are back-breaking, fold- 


ing undertakers’ chairs. It works! 


ance: 4 _- a9 Another method to persuade them 

Deck 0p 1 4 , ' yy to occupy front seats is to Say: a 
¥ salute you all as a group of highly 

\I Il abe F : P intelligent ladies and gentlemen. If 
1400 te ss ee ry | were to come down and ask you in- 

Ls dividually if you'd be so kind as to 

4 : move up forward, not one of you 

Ideal for small Dealer & Distributor Meetings, would fail to respond. Won't oe 

. Sales Training Sessions, Advertising Presenia please assume that | have done just 
versatile tions, Employee or Supervisory Meetings or as this and come forward right now?” 


an exhibit at a Trade Show. That works! 


All essential features—pegboard, flannel board, 
compact '  gereen, lights—are built in. No extras to carry 


or assemble. 


You Need a Spare 


Can be carried in a car, train or plane and 


portable ' easily assembled by one man. Point No. 4: Check the props and 


a : re-check and always carry a spare! 
This focal point of your presentation which There has been a vast improvement 
eliminates competition from distracting back- , eae : : 

* grounds is available in single units at $175.00 in projection equipment since the days 
economical and in multiple units (two or more) at $150.00 of the old stereopticon. But if there 
each. (Price F.O.B. Chicago) Specially made is anything on the market in the way 
carrying case $24.95. of slidefilm and sound or motion pic 
: ture projectors that do not require 
THEATRE FOR INDUSTRY : ; eternal vigilance in setting up and in 

IRA MOSHER ASSOCIATES, INC i ee operating, | just haven't seen it! 
; I recall a meeting of several hun- 
dred dealers on one occasion where I 
was to make a slidefilm and sound 
presentation. Every detail — light 
CONVENTION MANAGERS! YOU'LL FIND switches, cue lines, operator, curtain 
— had been checked and re-checked 
in rehearsal. All set! Came the mo 
ment for the presentation, the pro 
jector switch was turned on. The 
main tube blew out! I had thought 
of everything but a spare tube. So I 
: ong had to turn on the house lights and 
INCOMPARABLE — ; ae attempt to verbally describe the vis- 

uals — and that ain’t easy, bub! 
Not long ago I was addressing a 


(7 ° group of several thousand in a large 
CHL (fj fre J auditorium. The amplifier had been 
\hy 


BRETTON woops acini ies aad checked and double checked. In the 
FAMED INTERNA- middle of the presentation the whole 
NEW HAMPSHIRE TIONAL MONETARY apparatus went as dead as Joe Smith. 


CONFERENCE mn . 
[hen for the first time I learned 
Welcome to a world where every there was no monitor or engineer on 
service you can possibly foresee has the job. They were all out for a 
been anticipated and prepared for MORE BUSINESS coffee break one block down the 


you in advance. We pride ourselves ROOMS reet. So I had to complete the pro 
in offering you the most attentive gram with only the aid of head winds 


convention staff in the business... MORE ASSISTANCE and a built-in amplifier. It was my 
and such facilities as: fault; I should have checked. 

1000 capacity Grand Ballroom MORE COOPERATION 

Room accommodations for 800 Muddle Through 

10 large size meeting rooms MORE EFFICIENCY 


internationally . +. and more recreation, Did you ever have your glasses 
famous cuisine rite tiling * including our Championship break ; lishe 1 th “i 
; ‘ Golf Course! reak a3 you polis red them up pre 
paratory to making a talk? I have. 
JAMES J. CARROLL, Gen'l. Mgr., Bretton Woods, N. H Having no spare with me, I had to 
JOHN HENNESSY, Mgr. Winter Office, Waldorf Astoria, N. Y. ¢ borrow the magnifying glasses of an- 
ention. Seasor May 30th to October ’ 
other guest at the speaker’s table 
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pt oy 
DELTA DC-7’s SERVE 


the most important 


CONVENTION CITIES 


Other Deltaliners to cities like Philadelphia, Baltimore, Charlotte. 


Delta is experienced in seeing that both small and large convention g1 


| | 


are handled swiftly, courteously. Delta helps contact members, reserve space 


we flights. Wide choice of fares and services—from aircoach to Golden 


n DC-7's, world’s fastest, finest airliners 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 
General Offices, Atlanta Airport, Atlanta, Georgia 


NEW YORK 
WASHINGTON 


CHICAGO 
MIAMI 

NEW ORLEANS 
ATLANTA 
HOUSTON 

ST. LOUIS 


One of America’s 
Pioneer 
Scheduled Airlines 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 


huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention staff. 
Color brochure on request 


The South’s Largest and Finest 
Convention Hotel 


ALABAMA 


HOTEL ADMIRAL SEMMES Mobile 
HOTEL THOMAS JEFFERSON Birmingham 
DISTRICT OF COLUMBIA 
HOTEL WASHINGTON Washington 


INDIANA 
HOTEL CLAYPOOL Indianapolis 


FA CLI | IES? © © CHECK THE | 50° te 


NEBRASKA 


AFFILIATED NATIONAL HOTELS 


TEXAS 
HOTEL STEPHEN F. AUSTIN Austin 
HOTEL BROWNWOOD Brownwood 
Dalio: 


CORONADO COURTS 
HOTEL PLAZA 


MOTEL M ER 
ANGELES COURTS 


VIRGINIA 
HOTEL MOUNTAIN LAKE. Mountoin Loke 
HOTEL MONTICEL Norfolk 


Orleans —s 
HOTEL PAXTON : 
NEW MEXICO ENG' A 
HOTEL CLOVIS eee. Clovis x 
SOUTH CAROLINA 
> | HOTEL WADE HAMPTON Columbia to 
‘ TELEPHONE 

NEW YORK—Murrey Hill 66990 WASHINGTON—Executive 3648! 
CHICAGO—Mohowk 45100 (0.4800 


MEXICO CITY—10- 


HOTEL New Orleans 
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Capturing the spell of the tropics, the spirit of the past, present 
and future of all the Americas! The Magnificent new $17,000,000 
AMERICANA offers 475 air-conditioned rooms — including 40 executive suites — 
an amazing flexibility in meeting rooms, a 385-booth exhibit hall, and 
10 acres of diversions, gardens, and private beach ... all within minutes of 
exciting Miami Beach! PLUS— 3,000 deluxe rooms in 6 adjacent luxury hotels 


THE HOTEL OF THE AMERICAS 


Business groups and conventions 
meet with more success in the pleasant, 
peaceful surroundings of Natural 

; Bridge. More gets done in business 

One of The Seven Naturol sessions, for there are fewer 

Th tc distractions here in Virginia’s scenic 
highlands ... yet there’s a variety of 
free-time diversions. Modern meeting 
facilities and sleeping accommodations 
are available for approximately 300 
guests, and meals are prepared and 

Natural Bridge Hotel, On 1,600 Scenic Acres served in the highest traditions of 

the Old South. We'll be glad to supply 
further information upon request. 


Air-Conditioned Rockbridge Center 
Hos Gome Rooms, Gift Shop, 
Swimming Pool with Beach, Cofe- 
teria and Snack Bor 


Os haes Ge eae NATURAL BRIDGE OF VIRGINIA, INC. 


Member Of Quality Courts James N. Hunter, General Manager, Natural Bridge, Virginia 


close enough to my prescription so | 
could read my notes at about four 
paces — and muddle through. You 
haven’t lived — or died! It was my 
fault; | should have had a spare. 

Did you ever have the clamps 
break on your lower denture during 
a talk and have to carry on with a 
plate bouncing around in your mouth 
while you finished in the strange lan- 
guage of gobbledygook? ‘That is a 
real impediment of speech. You've 
heard of flying saucers. Flying plates 
are more devastating. It was my 
fault; 1 should have had a spare. 

So when it comes to lectern, lights, 
set arrangements, microphone, screen, 
projectors, blackboard, easels, charts, 
glasses, teeth and so forth, be sure to 
check—re-check—and carry a spare! 


Check That Temperature 


Point No. 5 is old point comfort. 

Comfort for an audience means 
much more than comfortable seats 
and a light, airy auditorium. It means 
the right temperature — all through 
the meeting. Of course, air condition- 
ing automatically takes care of this 
detail—when you have air condition- 
ing. But there are still many thou- 
sands of auditoriums in America that 
are not so equipped. 

Some folks in arranging meetings 
fail to remember that the right tem- 
perature in an auditorium is mighty 
vital. ‘The finest speech can be flushed 
into the limbo of forgotten things if 
the audience and the speaker are so 
busy mopping brows, faces and glasses 
that the program never comes through. 

Spectators at the Palomar Obser- 
vatory, California, are never _per- 
mitted inside the 135-foot-high dome 
that houses the telescope. The big 
eye would be ruined for its night 
work if the temperature inside the 
dome changed as much as five degrees 
during the day—as it would from the 
body heat of visitors and the onrush 
of outdoor air by day. That much 
temperature change would warp its 
mirror, 200 inches in diameter, which 
is the eye that collects the faint light 
from distant Milky Ways. It would 
take hours to adjust again to the cold 
night air. 


Body Heat Ups Degrees 


A Statler (pardon me, Hilton) 
engineer once told me that the heat 
of human bodies in a well filled, aver 
age size auditorium will boost the 
temperature 10 degrees the first hour 
of a meeting and eight degrees the 
second hour. And no meeting should 
ever last more than two hours. And 
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if smoking is permitted in the hall, 
oxygen is consumed even faster. So, 
the temperature of a meeting place 
can rise as much as 20 degrees in two 
hours which will be most uncomfort- 
able unless the hall has been properly 
“chilled” before the session. 

Point No. 6: Q. and A. is suicide. 

Frequently, a speaker is asked if 
he would mind answering a few ques- 
tions from the floor after his address. 


No Q. and A. for Me 


Based on 45 years of platform ex- 
perience and 11,000 speaking engage- 
ments, my answer is a categorical 
“No, thank you!’’—but always quali- 
fying the negative by offering to try 
and answer any questions of individ- 
uals after the meeting. ‘There are 
two major reasons for this conclu- 
sion: 

1. A speaker who thoroughly pre 
pares his presentation has already 
anticipated every conceivable major 
question and carefully covered it in 
his talk. 

2. There is an incipient Demos- 
thenes in every audience who is just 
waiting for this chance to get into the 
act and demonstrate his forensic 
prowess. 


He hasn’t a real important question 
but takes advantage of the open con- 
vention to get up on the floor, ex- 
pound for about five minutes, “im- 
press” his associates, concluding his 
magniloquent remarks with some pip- 
squeak inquiry that has probably al- 
ready been answered—but he was so 
busy organizing his address that he 
didn’t hear it. 

Then there’s the Borgia who will 
ostentatiously challenge a point and 
proceed to poison a lot of folks who 
were sold and raring to go. 

‘These twerps are a lot tougher on 
the audience than they are on the 
speaker. 

When an audience is built up to a 
high temperature of acclamation and 
enthusiasm—sign off and let the few 
professional skeptics, malcontents and 
amateur orators corner you alone 
after but not during the meeting! 

Don’t pull the cork on your meet- 
ing. Keep it roaring.’ Free-for-all Q. 
and A. is suicide! 

Many times troublesome trivia — 
which might easily have been elimi- 
nated with advance planning loom 
up as awesome obstacles after a meet- 
ing gets under way. Then it’s too 
late. 

Make moles of your mountains — 
by careful advance preparation. 

The End 
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Convention with a French accent... 


... the world-famous 


CHATEAU FRONTENAC 


overlooking historic old Québec, Canada 


You'll find a new world of fun in 
this Old World garrison high 
above the St. Lawrence. Just over- 
night from New York, Chicago 
and many other U. S. cities, the 
Chateau Frontenac offers an un- 
conventional French atmosphere 
to delight a convention crowd. 


For Fun: after meetings, see both 
Québecs, Upper and Lower, the 
Citadel, the Plains of Abraham; 
shop along the narrow French 
streets, visit famous churches and 
shrines, watch snow sports in sea- 
son, take Laurentian excursions, 
play golf, ride horse-drawn 
caléches. 


Let us handle all convention de- 
tails. Our facilities are complete: 


723 rooms e Meeting rooms, all 
sizes; Luxurious banquet halls; 
Portable public address system; 
Projectors, 16 and 35 mm; trained 
operators; And individual exhibi- 
tion rooms. 


For information and reservations, 
write: Convention Traffic Man- 
ager, Windsor Station, Montreal, 
Québec; or Canadian Pacific, 581 
Fifth Avenue, N. Y. 17, N. Y. 


Canadian Pacific 
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JACK MORTON | 
PRODUCTIONS He made his show sell because he knew . . . 


Forget Obvious in Exhibits 
—and You're a Dead Duck 


Old Obvious Adams of legend died worth millions because 
nobody ever missed his pitch. Exhibitors can learn a lot 
from him. A visit to recent industrial shows proves it. 


BY EDWARD C. BILL* 


Ever hear about Obvious Adams, Displays were beautiful and_ in 
the legendary early adman? His genious to a degree which might have 
watchword was: Whatever else you lightened the heart of Da Vinci him 
do, never forget to do the obvious. self. Everything had been thought of : 
His ghost has been haunting me. geography, flow of traffic, lighting, 

I recently attended two trade color, temperature, effect of compet 
shows at which various of the biggest ing displays—everything, just every 
and best manufacturers and merchan- thing, except two points which are so 
disers in the United States showed very obvious that perhaps it takes 
their wares. Expense obviously had someone named Obvious not to ove 
been a minor consideration for all. look them. 

Big point was: “Get our story across, First of theee ic 


: If you want peo 
regardless. 


ple to see something, it must be visi 
* Administrator, presentations, is Ed Bill's ble. 

title at Commercial Electronic Products, Other is: If you want people to 
Radio Corp. of America. He's had experi- believe that something is valuable, 
ence with just about every conceivable type you must tell them why. 

of audio-visual aid and exhibit. Here’s how the first point comes 
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INVESTMENT. 


INFORMATION CENTER 


f 
/ ‘ \ 


“7 


into customers 


Here are the elements of the year's most successful 
display<a typical IVEL project: 


1 A location where two hundred million people pass each year — 
Grand Central Terminal, New York. 


2 An inviting Investment Information Center for Merrill Lynch, Pierce, 
Fenner and Beane to attract busy commuters and travelers. 


3 Clever, intriguing details to engage their interest, a service counter 
and quiet conference area for serious business. 


4 Variety to promote re-visits by means of changing displays — 


through cooperating blue-chip corporations. 


- RESULT: Every day 20,000 prospects read the information 
outside the center — 6,000 enter. Thousands of these prospects 
already converted into customers. 


Ivel — leading builder of exhibits and displays — can do as much for you! 


MORE FIRMS MAKE MORE MONEY WITH EXHIBITS BY IVEL! 
IVEL CORPORATION, 96-20 43 Ave., Corona 69, N.Y.C. ¢ ILlinois 7-2002 
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For This 
CONVENTION— 


MODERN RESORT 
ACCOMMODATIONS 

Over 3,000 rooms conveniently lo- 
cated in center of things for large 
conventions or sales meetings; 
rates do not vary with seasons. 
Excellent restaurants and enter- 
tainment. 


SPACIOUS CONVENTION 
FACILITIES 

Assembly rooms accommodating 
up to 1500 equipped and staffed 
to handle large or small meetings. 
Display space available for ex- 
hibitors. Outstanding banquet 
facilities. 

ACCESSIBLE 

Just 60 minutes from New Orleans 
and Mobile. Easily reached by 
air, rail, bus or automobile. Daily 
commuter service to New Orleans. 


EXCELLENT RECREATIONAL 
ADVANTAGES 
Excellent fishing by deep sea 
charter boat or in inland streams; 
five 18-hole golf courses; 28 miles 
of white sand beach skirted by 
new 4-lane super highway. 

Write or contact Cham- 


ber of Commerce in any 
of cities listed below. 


Pala 


ow 6 wr 
3 © yor 
. ba e 


UPSTAGE 


of FOCUS 


~~ oe ow oom meas wee es @ om we ee = 


DOWNSTAGE 


AUDIENCE 


Eyes of audience focus at triangle apex most distant from seats. 


up: At each of these shows there were 
exhibits which depended for: their ef- 
fectiveness on a demonstration of the 
product in use. With a few excep- 
tions, all of these demonstrations were 
staged at the front of the exhibit, 
which is the point nearest the audi- 
ence. That seems to make sense, but 
it doesn’t. Demonstrations were 
staged on desks, counters, or tables 
of normal height, which is about 30 
inches above the floor. Now, what 
happens when three or four people 
stop to look at such demonstrations? 


Few in Front Block View 


Because people are a minimum of 
five-feet high and the demonstration 
is taking place at 30 inches, the first 
few people to stop and look complete- 
ly block the view of anyone else. 
Members of the big audience may be 
attracted by a spectacular _ back- 
ground, but finding it impossible to 
see what’s going on, their attention 
immediately wavers to an adjacent 
booth, and off they go. Chance that 
they will come back again is small. 
And even if they do come back, they 
will just find another group of three 
or four again shutting off the view, 
and will wander off once more. The 
exhibitor has spent his money to at- 
tract multitudes, has actually suc- 
ceeded in attracting them, but has 
then driven off all but one in 10 
through sheer frustration. 

Obvious Adams would have taken 
a dim view of this. Old Obvious, who 
grew up in the carnival business sell- 
ing snake oil, might have put one or 
two of his snake-hipped girls down 
close to ground level just to make 
matters more tantalizing, but you can 
be sure that when he went into his 
pitch, he was up there where more 
than a few could see him at once. 

I remember as a boy seeing fellows, 
just as he did, peddle their cure-alls 
to the citizens of Faribault, Minne- 


sota, where I was born, walking up 
and down on their shaky platforms in 
the flare of their gasoline lanterns, 
selling their stuff like crazy to anyone 
in the audience back as far as the eye 
could see. They wanted people to see 
their demonstrations, which I remem- 
ber on one occasion consisted of swal- 
lowing a live rattlesnake, and they 
put the show up there where it was 
visible to all. The point was not 
wasted on Obvious Adams. Old Ob- 
vious, who was so stupid he died 
worth $20 million, never put his 
demonstration down where the first 
3% of the audience prevented attend- 
ance by the other 97%. Believe it or 
not, that’s what frequently was done 
at the two great shows of which I 
speak. 

There are difficulties. Rules won’t 
let you do this, that, or the other. 
But rules do not prevent you from 
putting your demonstration up where 
it can be seen, providing you move it 
back so that it won’t be grossly un- 
fair to your neighbors. There is 
nothing wrong with moving it back. 
In fact, it’s good; another point well 
known to Old Man Adams. 

You have heard of the expression 
upstaging. Upstage is that part of the 
stage which is farthest from the audi- 
ence. What the verb to upstage means 
is to go farther away from the audi- 
ence than the other people on the 
stage. And, unless the action requires 
it, this is regarded as the dirtiest trick 
which one actor can possibly play on 
another, up to and including stealing 
his wife. 


Eyes Focus at Apex 


And the reason for this is that the 
audience’s eyes invariably focus at 
the apex of a triangle. The apex they 
gravitate to is the one farthest away 
from them. Why this should be, a stu- 
dent of psychology might be able to 
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the CREATIVE and 
PRODUCTION facilities 


win the HEART 
sti of NEW YORK 


- — al 
==_Grand Central =~ 


- ——= = 
~<a ene eg, 
Radio City —S 


Just imagine . . . 40,000 sq. ft. of productive space 
in New York... headquarters of the “‘management- 
creative” team for both Exhibits and P.O.P. Displays! 
In Kingston, N. Y., an additional 35,000 sq. ft. 
devoted solely to the production of P.O.P. Displays. 


ROBERT KAYTON 
ASSOCIATES Inc 


The Displayers, inc. * 635 West 54th ‘Street, New York 19, New York + Affiliate: Robert Kayton Associates, inc, 


AT LAST! A BUILDING EXPRESSLY DESIGNED FOR TRADE SHOWS 


Yew: York 


KRADE SHOW 
BU iTLYDoDiI Nn Ga 


EIGHTH AVENUE AT 35th STREET 


4 floors—200 rooms 
1 open floor of 18,000 square feet 
Fully air-conditioned 


Tunnel to Penn Station 


YX 


Adequate facilities 

Restaurant & Beverage facilities—room service 
Acoustical ceilings Free tables, shelving, racks 
5 hi-speed elevators plus heavy duty freight lift Spotlights—special peg-board display walls 
Modern lighting equipment No gratuities for service ; 
Crew of experienced personnel 


8th Avenue, 35th to 36th Streets 


Nearly 5,000 hotel rooms adjacent 
Center of Show Area 


SUr st % 
VV Pb Pi ik 


FOR Write: Duane W. Carlton, New York Trade Show Building, 
INFORMATION 500 Eighth Avenue, New York 1, N. Y. * LOngacre 5-7800 
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tell you. I can’t, but I know that this 
upstaging trick works, because I have 
seen it done successfully many times 
on the stage and have to admit that, 
at least a few times, I have done it 
myself. It works in the display and 
demonstration business as well as the 
theatrical. That is proved by experi- 
ence, So instead of putting the dem- 
Good meetings are even better in a city of gala enter- onstration down in front, raise it up 
tainment . . . and few cities can boast the variety and a bit and shove it back. Obvious 
consistent high quality of Dallas’ year-round amuse- Adams always did. 

ment program. A large part of it emanates from State 
Fair Park, where Texas-sized, air-conditioned exhibit 
halls and auditoriums set up some of the nation’s most 
successful conventions and trade shows. 


DALLAS SPOTLIGHT ON FUN! 


You Must Tell Why 


Now to the other point: If you 
There’s the world-famous State Fair Musicals and want people to believe that something 


Margo Jones’ Theatre-in-the-Round; annual appear- is valuable, you must tell them why. 
ances of the Metropolitan Opera, the Ballet Theatre This is so extremely obvious that you 
and latest road shows; Cotton Bow! football; a fun-filled wouldn't think that anyone could pos- 
Midway. Downtown hotels and supper clubs feature sibly forget it. But it was more than 
the nation’s foremost nightclub entertainment, to name once forgotten at these shows I visit- 
ed. As just one example, they had 

just a few of Dallas’ many attractions. w , 
there what I presume must have been 
Pian now to display your next trade show at State Fair a positive miracle of modern research, 
Park, spectacular showcase of outstanding meetings Cnginecring development, design and 
ond lien teteialonedt production. They had it there in the 
“a flesh, the thing itself, made of new 
materials, by new techniques, with 
STATE FAIR OF TEXAS new machines. The whole works un- 
For illustrated booklet on facilities, write James H. Stewart, Exec. Vice President and General Man- precedented, unheard of, close to 
ger, State Fair of Texas, Box 7755, Dallas 26, Texas miraculous; and beside it was a sign. 

And what did this sign say? 

Made of, and then followed one of 
the darndest words I have ever seen 
in my life. It went on for syllable 
after syllable after syllable, each more 
preposterous than the one which pre- 
ceded it, and each conveying no in- 
formation whatsoever to the potential 
user. And that it all the sign said. 
Not one word about why anything 
should be made of this long-named 
stuff, not one word to the effect that 
the product would be easier to make, 
or would cost less, or would last long- 
er, or would have any other virtue 
under the sun. So there this contrap- 
tion sat, It was looked at, tapped, 
kicked, and sometimes even smelled, 
but though I hung around quite a 
while, I did not see anyone ask for 
literature or information concerning 
it. There it sat, an enigma and a frus- 
tration of the hopes of its creators. 
Obvious Adams would have had that 


* sign say: 
The new QUEEN ELIZABETH NATIONAL i se A 
in M 0 ntrea | (now under construction ) RAILWAYS Durability—X% more 


<mgeeg GetO ss erm tee ee 
psocors@reoee * 


-———--« 
mecoeerer 
oe weae: a: 


“> a 


Maintenance—X°% less 
When completed in 1958, the Queen Elizateth will rank as 
one of the foremost convention centers in North America. Id lik k h And Obvious Adams also would 
It will have more than 1200 guest rooms. Its putlic rooms !f you would like to know how ay e" ; = 
ee ee ee ee ee ial, elle ole have had right there next to it a 
will accommodate 2500 people at banquets and 4000 at : pe ae : : br 
- , conditioned, can satisfy your stack of exceedingly well-printed ro- 
meetings. There will be complete recreaticn and entertain- t d it | : “e . 
rani litin AE a> 4 x convention needs, write: chures which explained to the satis- 
ment facilities, plus easy access to transportation. And it Oe. A. 0: toh Mammen ‘ ; h hi 
> the . ’ being locate » hear + Oe Fe ’ , taction of anyone the value of this 
will have the added distinction of being located in the heart Convention Bavesn, , 
of the second largest French-speaking city in the world! 


hing . r 4 Ybvious 
} ay a a thing to the user of it. ¢ <i 1S 
*A Canadian National Hotel operated in association with 360 McGill St., Adams would have gone even further 


Hilton Hotels International. Montreal, Que., Canada than that. He would have had pres- 


ent at the booth people who would 
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not hang aloofly in the background 
looking like the greatest brains east 
of Hoboken, but who would actually 
have spoken to the members of the 
crowd who were attracted by this 
product on display, and would even 
have gone so far as to volunteer in- 
formation concerning it. 

Fortunately, the spirit of Old Ob- 
vious is still with us. There still are 
people, and many of them, who prac- 
his principles. But I don’t think 
that it is just because I got out of the 
wrong side of bed that morning that 
those two shows looked to me the way 
they did. I honestly believe that the 
facts are as I have reported them. 


What would old Mr. Adams have 


tice 


said, had he been there? I’m not sure 
but he is reported to have had a ter- 
rible temper. 

Query: This is an ignorant ques- 
tion, but did Obvious Adams actual- 
ly exist? I would like to know. My 
first boss in the advertising business 
continually regaled me with tales of 
this legendary and phenomenally suc- 
cessful character whose guiding prin- 
ciple was that, on the average, the one 
best thing to do is the most obvious 
and, whatever you do, don’t omit the 
obvious. If he didn’t really live, he 
certainly should have, and I hope he 
did. I hope he had all those millions, 
too. I think he earned them. 

The End 


Executives Move Offices 
To Convention City 


Venice Maid Co. moves executive offices from plant to 
Atlantic City for Canners Convention so that top officials 
could be available to make immediate decisions on the spot. 


Bugaboo of many salesmen at con 
ventions is the time lapse between 
making a deal and clearing it with 
company ofhces back home. By the 
time the 
tomer’s enthusiasm often has cooled. 

Venice Maid Co., Inc., Vineland, 
N. J., solved the problem by moving 


transaction is cleared Cus 


its entire executive force to Atlantic 
City for the National Canners 
Assn. convention. Instead of the tra 
ditional hospitality Venice 
rented a store on the boardwalk and 
stocked it with exhibits featuring com- 


suite, 


pany’s line of Italian specialties and 
soups. 

Store, a block from Convention 
Hall was carefully chosen by John 
Pepper, Venice president, so that con 
ventioneers would have to pass it on 
the way to and from their uptown 
hotels. In addition to conventional 
installed 
food cookers, manned by pert hostesses 


displays, Pepper electric 
who served hot samples of his wares. 

Comfortable chairs were provided 
for wives of brokers and buyers where 
they could rest while their husbands 
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shopped or talked shop. 

Office space was set aside where 
key Venice executives could talk pri 
vately to prospective customers. Sales 
men had only to walk a few steps for 
executive decisions. Deals that would 
normally take weeks to transact were 
completed in minutes, says Pepper. 

Venice products were placed in the 
windows of the store and a huge sign 
welcomed conventioneers. 

‘Telephones, installed in the store, 
kept executive staff in contact with 
the plant during the two weeks of the 
convention. 

Evenings were used for conferences 
with the Venice Maid broker organi 
zation. Minor disputes, territory ad- 
justments and other problems that 
might have taken months to iron out 
were solved quickly. 

Cost of the entire project was 
$4,000. “It was worth $50,000 to 
us,’ says Pepper. “We accomplished 
more in these two weeks than we 
could have done in two months—and 
that goes for new orders as well.” 


The End 


The New 


ALL-PURPOSE 
DISPLAY 
BACKGROUND 


Saves hundreds of dollars! 


Makes you - your product - 
your message - 
the focal point of 
SALES MEETINGS 
CONVENTIONS ¢ EXHIBITS 
IT'S FLAME-PROOF 


It's versatile! Point it, silk screen it, 
decorate it; for charts, graphs, sales mes- 
sages, as a projection screen, etc. Hun- 
dreds of such diverse organizations as 
Raytheon, Hiram Walker, Packaging 
Institute, Armour, Bureau of Advertising, 
Equitable Life, use CORRO-SET. 

It's striking! Modern design, of satiny- 
smooth corrugated board in beautiful 
pastel blue. Stands 77” high, adjusts in 
width from 9’ to 11/10”. 

It’s long-lasting! Philip Morris used it 
98 times as a backdrop for a traveling 
armed-services show in Europe! 

It's easy tohandle! \ , 

Sets up in minutes, with-- 

out tools. Repacks easily, 

Comes in attractive one- 

hand carrying case. 

Weighs only 37 Ibs. 

It's flame-proof! Officially registered 
by the State ef California; you can't 
inflame it with a blowtorch! 
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MONEY BACK GUARANTEE 
@eeeeee2ee0e#e7e0eeeeneeeeeee 
DISPLAY DIVISION, Dept. SM10 

Gibraltar Corrugated Paper Co., Inc. 

3 Entin Road, Clifton, N. J. 


C) ENCLOSED CHECK FOR $ 
CORRO-SET DISPLAY BACKGROUNDS AT $45 


C) SEND NEW CORRO-SET BROCHURE 


Company 
Address 
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CHARLIE MARKWELL, 


tor's 


a distribu- 
badge 
leader (professional 
model) at Motorola Campus Confer- 
followed Markwell 
throughout day to chronical his ex- 


periences as “student”. 


salesmen, receives his 


from a cheer 


ence. 


Reporter 


university 


Real Campus for Motorola “College” 


Distributor salesmen get two-day schooling at Northwest- 
ern University to learn how to merchandise new line. ''Stu- 
dents’ learned much and responded to academic approach. 


Staid halls of Northwestern Uni- 
versity echoed new words and. ideas 
this summer when Motorola, Inc., 
sent its distributor salesmen to “col- 
lege.” 

For two days in Northwestern 
lechnological Institute’s lecture halls, 
salesmen attended the Motorola Cam- 
pus Conference. This is believed the 
first time a major university made 
its facilities available to a single com- 
pany for sales training. 

Motorola’s top technical talent lec- 
tured on the first day and North- 
western University’s marketing in- 
held forth on the second. 
The two-day session gave distribu- 
tor salesmen plenty of material to 
fill their plastic-bound notebooks 
which outlined the course. Instruc- 
tion was a cooperative effort which 
included the consultant firm Poet- 
zinger, Dechert and Kielty, Chicago. 


structors 


Two-Year-Old Idea 


Motorola Campus Conference was 
a two-year-old idea with the company 
which finally got the nod from North- 
western. In addition to supplying its 
lecture hall facilities and faculty 
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members, the university also provided 
its Sargent Hall lunchroom. 

Every year, Motorola distributors 
bring their salesmen into Chicago for 
the introduction of the new line. Dis- 
tributors pay transportation costs but 
Motorola pays hotel bills. 

Meeting this year for three days, 
the first day saw the introduction of 
the new line of radio and television 
receivers and a gala banquet. Music 
Corporation of America supplied the 
talent for both the banquet entertain- 
ment and theatrical unveiling of new 
products. 


Voluntary Attendance 


Attendance at the campus conter- 
ence (second and third day) was vol- 
untary and between 300 and 350 dis- 
tributor salesmen were expected. 
However the  back-to-college idea 
caught on and 450 signed up for 
the This necessitated some 
rapid arranging at the last minute 
to handle additional “students.” 

For instance, each salesman on 
campus was given a ticket to the 
White Sox-Yankee baseball game in 
Comiskey Park. In the envelope with 


course. 


the ticket was a two-dollar bill for 
hot dogs and refreshments at the 
game. At the last minute, Motorola 
had to hunt for tickets because so 
many more attended the course than 
was expected. (Two-dollar bills were 
plentiful—the racing season was on.) 


Police Escort 


Buses, escorted by police, took sales- 
men from Conrad Hilton Hotel out 
to Northwestern University, 
ton, Ill, To get there in time for 
morning salesmen had to 
breakfast at 7 a.m. Originally, Mo- 
torola had planned to serve break- 
fast in bed, but the hotel could not 
handle so large a group so early in 
the morning. Most of the salesmen 
had a bouffet breakfast in the Boule- 
vard Room. 

At least one salesman had break- 
fast in bed. He was Charles L. Mark- 
well, salesman for Disco Distribut- 
ing Co., St. Louis 3, Mo. SALEs 
Meetincs followed Charlie through 
a day at Northwestern University to 
see what a typical salesman was ex- 
posed to.and how he reacted. 

Markwell has been a distributor 
salesman for four years. Two years 
ago he won a sales contest and last 
year earned a trip to Las Vegas. He 
jis married and has three children. 
This campus visit was first in a long 
time. He went to Notre Dame for 
two years before entering the busi- 
ness world. 

Charlie received plenty of souve- 


Evans- 


“‘classes,”’ 
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BREAKFAST IN BED, left, Charlie Markwell was one of the 
lucky ones. Most had buffet breakfast. All salesmen, as 


Charlie, above, went to a baseball game at Comiskey Park. 


LISTENING INTENTLY, Charlie attends classes in lecture | i rinwes DISCUSSIONS WITH LECTURERS followed session on 


University. Two lecture halls and large auditorium were used for conference portable radios. Plant technicians addressed salesmen. 


BETWEEN CLASSES, Charlie could have his fill of 
and an assortment of doughnuts. At right, Charlie asks a question duri 


session on television in auditorium Portable transmitter was passed 


through audience so that questions could be heard through PA ystem 


THE NEW | 
GOVERNOR CLINTON 
HOTEL 


Directly opposite Penn Station, an 
ideal place to hold your Convention, 
sales rally, banquet or meeting. 15 
newly decorated function rooms, ac- 
commodating from 10 to 500 people, all 
air-conditioned. 


All 1,200 guestrooms 
newly refurnished and 
redecorated. Each 

with bath, 21" TV, 
radio, many 
air-conditioned. 

WRITE OR CALL: 


VICTOR J. GILES, 
GEN. MANAGER 


Fields Management 


THE NEW 


, a ili 
Doce Chnton 
HOTEL 


Seventh Avenue at 3ist Street 


SUCCESSFUL 
CONVENTIONS 
ASSURED! 


THE 


BISCAYNE TERRACE 
HOTEL 


Miami’s only new luxury hotel .. . 
across the street from Miami’s Con- 
vention Hall, Charter Fishing Docks. 
Luxuriously decorated Convention and 
Banquet Halls seating from 10 to 500. 
Special kitchen to cater banquets. 
Entire hotel air-conditioned. 


200 beautifully appointed 
guestrooms with private bath 
and shower, radio, 21" TV 
in every room. Many with 
balconies. 

Private beach 

and cabana. 

WRITE OR CALL: 


WARREN C. FREEMAN, 
GEN. MANAGER 


Fields Management 
7) THE — 
44../ ,* As 
Discayne Seve 
HOTEL 


Biscayne Boulevard at Fourth Street 


Rie 
enw 


nirs. At the session to introduce the 
new line he received a small rubber 
football with the slogan, “Go with 
Motorola—Motorola Is on the Go.” 
He received his Campus Conference 
notebook in a cardboard, imprinted 
brief case. In addition he was given 
a visor cap with the Motorola “M” 
on it and a sports shirt made of Mo- 
torola fabric (originally designed as 
background drape material for show- 
rooms). Cap and sports shirt were 
the “uniform” on campus. 

He was driven to the campus in 
one of a dozen buses that picked up 
salesmen at the Conrad Hilton at 8 
4.M. and delivered them before North- 
western Technological Institute in 
time for the 9:20 A.M. convocation. 
Because he was not in an early bus, 


he missed the helicopter which landed. 


on the university grounds to drop 
off the guest speaker, Chicago’s re- 
tailer-extraordinary Sol Polk, and 
Edward R, Taylor, vice-president for 
marketing, Motorola. 


Greeted by Music 


As he walked into the Technologi- 
cal Institute building, Charlie was 
greeted by college football music and 
six shapely cheer leaders (professional 
models) who handed out registration 
cards, class rosters, baseball 
tickets and charming smiles. 

Breast-pocket registration cards 
were numbered (I-A to IV-D). 
Salesmen were divided into four ma- 
jor groups and each group had its 
own roster of “classes.” Two groups 
met together in the large lecture hall 
for a presentation on television. Each 


game 


of the other two groups attended a 
lecture on radio or phonograph. Be- 
rore the day Was over, each group had 
attended the three lectures. 

Charlie Markwell was exposed to 
dozens of audi-visual aids to drama- 
tize and communicate the advances 
in Motorola’s new line. Radios 
spoke glowingly of their own sales 
points and step-up features (via a 
tape-recorded message fed into them). 
Even portables, carried up and down 
the aisles by the effervescent ‘‘coeds” 
spoke of their quality of performance. 

Question and answer periods after 
the television lecture were facilitated 
by Handie-Micro-Talkies. The ‘“‘co- 
eds” handed the small transmitters 
to salesmen when they raised their 
hands to ask a question. By speaking 
into the transmitter, Charlie’s voice 
was fed into the lecture hall’s sound 
system so that all could hear him 
clearly. With an absence of wires, 
the transmitters could be passed 
around quickly so that salesmen could 
ask questions rapidly. As one asked 


a question, a transmitter in another 
part of the hall was passed to another 
salesman to use for the next question. 

A soundslide film in color helped 
to point up the market potential for 
television. A giant-size board on stage 
was used as a program guide. As 
each new subject came up, a big red 
arrow on the board was moved to the 
next subject. This helped salesmen 
take notes under the proper headings 
in their notebooks. 


Stimulate Questions 


Notebooks, incidentally, were pre- 
pared with a column on the right for 
questions to be entered as they o 
curred to salesmen. As a stin 
write down questions, a few suggested 
questions were entered in longhand 
on the printed page: “Is there really 
a market?” under radio marketing; 
“A full line?” under phonograph 
models; ‘‘ ‘Package’ versus compon- 
ents for consumer ?” under hi-fi. 

Charlie took copious notes, as did 
most salesmen, He was _ interested 
particularly in the step-up features 
and was careful to enter all details 
as they were given by lecturers. 

There were 10-minute breaks every 
hour. During breaks Charlie could 
have his fill of coffee, Coca-Cola, 
milk and an assortment of doughnuts. 

After the day’s classes, Charlie and 
the rest of the salesmen of Motor- 
ola’s 87 distributors were taken to 
lunch and then to Comiskey Park. 
An interview between David H. 
Kutner, Motorola merchandising di- 
rector, and the baseball sports an- 
nouncer had been arranged. To in- 
sure that the salesmen did not miss 
the interview 


ilus to 


in case buses were de- 
layed in traffic—each bus carried a 
portable radio to pick up the pro- 
gram. 

In addition to the novelty of a 
college campus as site for a sales 
meeting and the utilization of 16 col- 
lege instructors, Motorola enjoyed 
other advantages for its conference. 
It had an educational atmosphere that 
put salesmen in the mood to take 
notes and absorb facts. It had lecture 
halls with raised seating for better 
visibility. And, it had a claim to 
“college” education for its distributor 
salesmen. (A diploma was mailed to 
each man after the conference. ) 

Motorola had three major objec- 
tives for its meeting: 1, to show 
salesmen how to introduce the line 
to dealers; 2. to explain how to use 
the line for dealer franchising; and 
3. to acquaint salesmen with unusual 
dealer promotions. 

The End 
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@ Eastern offers complete convention travel services— group plan- 
ning, promotion and follow-through, All details will be taken convention cities: 


care of for you. Convention « xperts wailable in 116 cities on the 
Eastern system 


Miami-Miami Beach * Tampa * Orlando 
Jacksonville * DaytonaBeach * West 
popular vacation areas are only hours away when you fly Eastern n 
Leaders of groups of fifteen or more are our guests. Palm Beach ¢ Washington, D.C. * Atlanta 
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PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and your 
family at the glamorous Caribe Hilton in colortul 
San Juan . .. only three hours from Miami, five 
hours from New York. : 


Here, in an exchanting island setting, you will en 
joy delightful days swimming in the ocean or pool 
(private beach and cabanas at front door), fishing 
sailing and playing tennis. Evenings you'll dine and 
dance in the gay Club Caribe. The air-conditioned 
Caribe Hilton has 300 rooms, each with bath and 
ocean-view balcony. A mew wing with 100 rooms will 


be ready in December 1956 


Plan now to visit The Caribe Hilton! 


Travel does not involve passport, customs Newe York 
‘"N\ 


or currency exchange problems 


After your Miami convention is adjourned 
vacation at the Caribe Hilton 


A Grand Award for Salesmen it’s a 


real sales incentive to spark any contest 


> C 
and make every man double his quota SAN JUAN + PUERTO RICO - USA. goer” ‘ “WN 


For information or literature: Joseph J. Case, Sales Manager, Hilton Hotels International, 


The Waldorf-Astoria, New York 22, N. ¥., Telepbone MUrray Hill 8-2240 
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but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos, 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 


INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 + 3,000 
Volume Reference Library ° 
Play Room, Television, Radio 
and Dancing + Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim. 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW BEING 
MADE FOR 1956, 1957 AND 1958 


For information write 
Loretta E. Ziegler, 
Convention Manager 
. 


Clifford R. Gillam, General Manager 


Attraction... 


A motionless bell never chimes. 


Do You Ring the Bell 
With Quality Visitors ? 


Are you gearing your trade show participation to the im- 
proved quality of visitors? ls your exhibit staff expanding 
to handle more shows, or is it spreading too thin at the sac- 
rifice of adequate time for creative planning of projects? 


BY ROBERT M. SNODELL 
Exhibit & Display Manager, Acme Steel Company 


Some judge the success of an indus- 
trial trade show by the number of 
visitors. To the general public, and 
usually the daily press, a show is a 
huge success when hotel rooms are 
scarce, taxi cabs are all busy and res- 
taurants and bars are jammed to the 
doors. Quite obviously it is a huge 
for hotels, cabs, bars and 
restaurants. But what about the ex- 
hibitor? Does he always find that 
large crowds mean a successful par- 
ticipation ? 

Judging from the remarks we hear 
at the shows in which we participate, 


success 


it would appear that visitor quality is 
much more important to most exhibi- 
tors than quantity. In fact, there are 
many exhibitors who feel that much 
time is wasted at jam-packed shows 
talking to people who have little or 
no buying influence. When show 
management allows, even encourages, 
admittance of practically anyone of 
legal age, quite often it is difficult to 
get at the quality visitor because of 
the huge number of sightseers filling 
booths and jamming aisles. 

There will always be exhibitors, of 
course, who come to the show to 
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only in 


Washington, D. C. 


the nation’s leading Convention City... 


i ~ ee 


The most beautiful city in the 
world . . . Woshingten’s magnificent 
monuments, celebrated landmarks, 
countless modern hotels, and special 
seasonal attractions mark her as a 
favorite convention city. The Nation's 
Capital reflects the glory of the past, 
the leadership of today, and the prom- 
ise of tomorrow. 


SM/OCTOBER 5, 1956 


The heritages of all 
America — 443 historic 
memorials, statues, and 
government buildings. 
Here is tradition. Here 
is the nerve center of the 
nation, and of the world. 


The D.C. Armory 


for conventions, trade association shows, 
industrial and commercial exhibits. 

Largest exhibit space in the nation’s capital, the 
D. C. Armory has 76,000 sq. ft. of unobstructed 
floor space—all on one floor. An additional 65,000 
sq. ft. on lower floor available on request. 

In addition to its convenient location, it offers 
complete convention and exhibit facilities, plus 
many other fectures. 


for information—write Arthur J. Bergman, Manager 
\ 


NATIONAL GUARD 
ARMORY 


2001 East Capitol Street, Washington 3, D. C 
Lincoln 7-9077 


merely show their company face and 
hand out souveniors and/or literature 
bags with the company name printed 
on the latter in bold letters. Un- 
doubtedly, they consider the show a 
success if they hand out all their 
gadgets. This is sometimes referred 
to loosely as “institutional advertis- 
ing.” 


Upswing in Quality 


Most industrial exhibitors realize 
that there has been a very definite up- 


Your delegates 
will enjoy the 
exotic new 


(Fujiyama 


swing in quality of people who make 
up trade show audiences today. Trade 
show managers have been doing a 
much better job lately in selling top 
management on the idea of sending 
their chief engineers, head superin- 
tendents, vice-presidents, etc., to va- 
rious shows held for their benefit. 
Many heads of companies have been 
attending themselves, to see first hand 
what products or services are being 
shown that could help them do a 
better job in their particular field. It 
is gratifying to see this trend, but, in 
my opinion, it might be wise to take 


oom 


--.-exclusive on NWA Stratocruisers 


The fun begins before the convention when delegates 


fly Northwest Stratocruisers. That’s because of the 


gay new Fujiyama Room, lower deck refreshment lounge. 


And only NWA Stratocruisers have it. So why not 


follow the advice of NWA’s convention experts... 


enjoy the Fujiyama Room next convention. 


Coast to Coast « Hawaii « 


Alaska « Canada « The Orient 


NORTHWEST 


Onient AIRLINES 
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a look and see what we exhibitors 
are doing to “keep them coming.” 

I have yet to see an industrial show 
at which every single exhibitor thought 
it was a huge success. Because there 
always seems to be a number of ex- 
hibitors who thought the show a dud, 
I believe that sometimes all visitors 
aren't quite happy either. 


Reasons for Exhibiting 


In trying to analyze the situation, 
it probably would be wise to first con- 
sider the various reasons why manu- 
facturers or purveyors go into trade 
shows. Obvious reason would seem 
to be to sell their products and serv- 
ices, but such is not always the case. 
Let’s take a look at some other rea- 
sons and perhaps we can explain why 
trade shows that are good for the 
majority are duds for a few. 

Some firms go into trade shows be- 
cause their competitors are exhibiting. 
Unless the exhibit is well planned 
and executed, this can be a better 
reason for staying out. Others go into 
particular shows because ““We’ve been 
in every year for umpteen years; we 
can’t stay out now.” Still another 
reason for going into a trade show: 
“Tt’s right here in our own backyard ; 
we can be in for only a few dollars, 
so we can’t afford to stay out.” 

I could list many other reasons, 
some good; some bad. Many firms use 
trade shows to test the acceptability 
of a new product or service. Others 
participate because of association affil 
iation. Sometimes a sales avea can be 
helped through participation in a 
trade show in a city where such shows 
are not normally held. Basically, 
however, a sound, definite sales ob- 
jective should be decided upon before 
the decision is made to participate in 
a particular trade show. If this was 
done by each and every exhibitor, and 
followed through to actual participa 
tion, and follow-up after the show, 
the visitor and the exhibitor would 
both benefit immensely. 


No Invitations 


Few visitors get to stop at every 
booth at a trade show. In many cases, 
time does not permit it, but more 
often it is because a large number of 
exhibitors did not bother to “invite” 
the visitor to their booths. This invi- 
tation can be extended in many ways: 
through direct mail, personal contact 
by salesmen, advertising in trade 
magazines and, of course, by having 
an attention getting exhibit at the 
show. The latter is perhaps the most 
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important way to present the invita- 
tion because quite often the bulk of 
attendance at a trade show is de- 
livered to the exhibitor as a result of 
thousands of dollars worth of promo- 
tion by show management and/or 
association sponsoring the event. It is 
obvious that an exhibitor will not get 
his money’s worth unless customers 
are attracted to his exhibit. Show 
management generally does a good 
job in directing the flow of traffic 
but they cannot force into 
each and every booth. This is up to 
the individual exhibitor. 


visitors 


Ways to Attract 


At this point, one might wonder 
what the best ways are to attract visi- 
tors. There are many pros and cons 
on this subject, and many people have 
devoted years of study to it. A study 
made by a leading exhibitor revealed 
that people were attracted to a dis- 
play for different reasons. Display 
techniques, new products on display 
and operating demonstrations attract- 
ed 74.6% of those who attend a 
show, according to this study. This 
definitely shows that merely being 
there does not constitute good trade 
show participation. It’s like leaving 
your card with the receptionist; you 
let them know you were there but you 
don’t do a selling job. More and 
more exhibitors are beginning to real- 
ize that they have to “ring the bell” 
with the visitors if they intend to 
keep the quality up. 

Show management, in many cases, 
is displaying an awareness that they 
also share the responsibility of making 
each exhibit as informative as possi- 
ble. It realizes that the quality visitor 
must go away satisfied that his time 
has been well spent if it expects him 
to return to its show in succeeding 
years. 

No show is a success just because 
all space is sold. It is only a success 
when visitors find that they must 
carefully allot their time if they are 
to visit all of the booths that attract 
their attention. A good example of 
show management offering to help 
the exhibitors was the attractive book- 
let sent to exhibitors by Clapp & 
Poliak, Inc., New York City, in con- 
nection with the 1956 Design Engi- 
neering Show. 


Booklet Makes Suggestions 


This booklet was made to urge 
exhibitors to plan the best possible 
exhibit for a very specific group that 
show management intended to deliver 
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to exhibitors, namely design engineers. 
Exhibitors were urged to discard 
conventional methods of exhibiting in 
favor of an exhibit aimed at and 
geared to the specific audience that 
attended the show. It was suggested 
that exhibitors have qualified experts 
on duty at the booth who would be 
able to answer any technical ques- 
tions regarding products on display. 
In our own experience this turned 
out to be a good suggestion. 

We have found that at many shows 
the audience is merely interested in 
the answer to “Will your product do 


the job for us?” At the Design En- 
gineering Show, where it appeared 
that a large percentage of visitors 
were actually design engineers or 
company executives with engineering 
backgrounds, we were often faced 
with the question, “How does it do 
it?” as well as “Will it do it?” In 
fact, we had many questions posed 
by this quality audience that sug- 
gested new ideas for use of one or 
more of our machines. 

I believe it is safe to assume that 
any show manager who attempts to 
aid exhibitors to improve their exhibit 
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Display and Exhibit Specialties Company 


1014 Lynn, Detroit 11, Michigan 


Telephone TUlsa 3-0602 


CLARNOWSKI DISPLAY SERVICE, Inc. 


GC DY § 


1433 N. DAYTON e CHICAGO 22, ILLINOIS 
Telephone Michigan 2-7181 


Your installation problems are solved when you turn 
your exhibit material over to — 


CDS, the service organization of the industry 


Complete facilities for: 


@® INSTALLING 
@ DISMANTLING 
@® SERVICING 
@ STORAGE 


Member Exhibitors Advisory Council - Exhibit Producers and Designers Association - Chicago Convention Bureau 


THE ALPINE INN 


and Cottages 


Canada's Only Completely 
Air-Conditioned 
Resort Hotel 
OFFERS YOU YEAR-ROUND 
CONVENTION COMFORT 


A Cardy Hotel 
52 miles North of Montreal 


The Alpine Inn, Canada's showpiece Hotel in the beautiful Laurentian mountains, 
is an ideal rendezvous for your large or small convention. The on/y Canadian resort 
Hotel with Air-Conditioning in every room, the Alpine also offers you:— 

# Accommodation for 200 guests, spacious 


private meeting rooms, Dow Jones Ticker 
Tape on premises 


prize-winning Chefs. 


# Ski-tows, ski-schools, sleigh rides; private 
9-hole Golf Course, swimming pool, horseback 
riding, tennis courts, etc. 


# Dancing and evening entertainment. £25 
For information and reservations, apply THE ALPINE INN, 
Ste. Marguerite Station, Quebec, Canada. 
New York Representative: William P. Wolfe Organization, 
Fifth Avenue, Tel. Longacre 5-1114 
: Vernon G. Cardy, President, H. F. Gibson, Manager. 


# Comfortable lounges with Stone fireplaces, 
Alpine-style bar in Mt. Baldy room, celebrated 
French cuisine prepared by international 
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Convention 
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participation does so for a number of 
reasons. His desire to have a success- 
ful show will not be realized unless 
he has satisfied both visitor and ex- 
hibitor. The exhibitor is satisfied 
when his men are kept busy filling 
out inquiry cards and orders from 
qualified prospects. ‘The visitor is 
satisfied when he sees what he came 
to see, and perhaps a bit more. It 
would seem that when show manage- 
ment does an outstanding job on sell- 
ing a quality audience on spending 
time and money to attend a trade 
show, it is just as important to “sell” 
the exhibitor on presenting an in- 
formative display, aimed directly at 
that particular audience. 


Shows Mature 


It is true that trade shows have 
matured greatly in the past decade, 
but unfortunately many industrial 
firms have not kept pace with that 
maturity. Ten years ago two shows a 
year might have been the average for 
some companies that now participate 
in 15 to 20 shows yearly. What was 
once a “side line” or added duty of 
the sales department has now become 
a full-time job in many companies. 

Most advertisers have placed this 
responsibility in the hands of their 
advertising department, others have 
exhibit sections that plan and execute 
exhibits with assistance from sales and 
sales engineering departments. Many 
companies have one person in charge 
of all trade shows who works with 
various sales departments in planning 
and staging of shows concerning prod- 
ucts of different divisions. 

Unlike printed advertising in trade 
publications, or filmed commercials 
on television, when a decision is made 
to go into a trade show, the adver- 
tising manager cannot merely instruct 
subordinates to run ad No. 25A or 
use film No. 18. In most cases, each 
trade show must be planned accord- 
ing to the show’s own personality. 

In the case of a strictly vertical 
show, we find that more is to be 
gained by slanting the entire partici- 
pation to the particular industry at- 
tending the show. On the other hand, 
at a horizontal type show covering all 
types of industry across the board, a 
well planned exhibit should include 
products or services of interest to as 
many people attending as is possible. 
It is our studied opinion that quite 
often exhibitors have a weak exhibit 
in some shows (whereas in others 
they have a very well planned and 
executed exhibit) because the person 
or persons in charge of trade shows 
for that company have not been able 
to spend sufficient time on the creative 
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“ABAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER... 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one 
floor, ample exhibit space and capable convention 
staff. 
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AFFILIATED NATIONAL HOTELS 


ALABAMA 
MOTEL ADMIRAL SEMMES. 
MOTEL THOMAS JEFFERSON 
MOTEL WASHING 


INDIANA 
WOTEL CLAYPOOL 


LOUISIANA 

HOTEL 
MOTEL DESOTO 
HOTEL PAXTON 


MOTEL ClOvis ...._ 
SOUTH CAROLINA 


HOTEL WADE HAMPTON —__...... Columbia 


SM/OCTOBER 5, 


DISTRICT OF COLUMBIA 
INGTON w 


Mob le 
Bemnghom 


NEBRASKA 


NEW MEXICO 


1956 


arhngton 


Tex 


HOTEL BROWNWOOD 
more 


HOTEL MOUNTAIN LAKE 
MOTEL MONTICELLO 


as 
MOTEL STEPHEN F AUSTIN... 


ov DISPLAYS 


of PRESENTATIONS 


of EXHIBITS 


VISUAL AIDS 
make IDEAS effective 


*Check List of Services 
(Satisfaction Guaranteed) 
Photo Blowups 
Slides (35mm, 2x2, Vu-Graph) 
Photomurals 
Photostats & Giant ‘Stats 
Photo Cutouts 
Lithographed Posters 
Planographed Reports, Charts, Re- 
eases for low-cost limited quantity 
distribution 
True Tone Photostats 
Montage Photos 
Photo Presentation Folios 
Quantity Contact Glossy Prints 
Ad Type Prints 
RCS delivers Top Quality 
reproduction, FAST service, 


oOoo00000 


O0000 


Clip this Ad! 


| Attach to your letterhead, and complete | 


information will be rushed to you 


King-Size,"" 32-page *Photolog 
“How to Use Commercial 


' 3 , includ- ! 
, Ing price lists, the 32-page “Make Mine : 
No. 655" | 
Photog- : 


, 
, 
q 
z 
a 
a 
, 
‘ 
a 
a 
a 
a 
4 
a 
. 
a 
, 
‘ 
a 
a 
a 
a 
, 
4 
‘ 
a 
a 
a 
a 
‘ 
a 
, 
a 
> 
> 
z 
Z 
a 
, 
a 
a 
a 
5 
a 
7 
, 
, 
Z 
‘ 
7 
a 
a 
a 
‘ 
4 


th tht tee 


i 


or 


personalized 
exhibits 


Messmore & tamon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 

We build to help you sell. 
May we fill this role for you? 
Messmore and Damon 


1461 Park Avenue 
New York, New York 
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planning for that particular show. 
Most obvious reason for lack of 
planning time, of course, is the 11th- 
hour decision to go into a trade show. 
Another reason, which like ‘Topsy 
just grows, is that adding several 
shows to the schedule without adding 
personnel to the exhibit section cuts 
down on time available for creative 
planning. In most cases, the people 
who handle exhibits for industrial 
firms are not able to cut down on 
travel time, set-up time, dismantling 
time or shipping time. ‘These are 
more or less ‘‘fixed’”’ elements. There- 


— | 


For Your Sales Meeting 
or Conventions 
up to 350... 


“Have FUN... 
Yet Get 
Work DONE” 


at wonderful, wonderful 


STATE PARK 


Affiliated with Western Hills 
—Ft. Worth. ALL conven- 
tions and sales meeting 
facilities in the loveliest set- 
ting in the Middle West. On 
beautiful Lake Fort Gibson 
— on highway 51 outside 
Wagoner — only 50 miles 
from Tulsa. Special rates for 
meetings — advance reser- 
vations required. Call 1290, 
Tahlequah or write — 
Charlie W. Bliss, Jr., Res. Mgr. 
Wagoner, Oklahoma 


fore, there are only two areas where 
the time can be cut when a number 
of shows are added to the schedule 
without assistance also being added. 
These areas are the creative planning 
phase and the follow-up phase. It 
would appear that periodic checks 
should be made on the manpower 
situation in the exhibit and trade 
show section of industrial firms, to 
make certain that talent is. not being 
spread too thin, resulting in a num- 
ber of weak participations, with pos- 
sible loss of business and prestige. 

In most cases, money spent on trade 
shows by industrial firms is but a 
tiny fraction of the advertising budget, 
and yet it is generally agreed that the 
quality of trade show inquiries is 
above that of inquiries from other 
sources. Many of the exhibitors who 
participate in 10 to 20 shows a year 
have found also that trade shows have 
passed “other sources” in quantity as 
well as quality. Because of this, man- 
agements have seen fit to take a more 
active interest in their companies’ 
trade show participation in an effort 
to bring their objectives into even 
sharper focus. They realize that ex- 
hibitors must ring the bell with qual- 
ity visitors if they expect that quality 
to be maintained. 

The End 


Wesler T. Keenan, General Manager. Offices: New York, 

Circle 7-7946; Chicago, WHitehall 4-7077; Cleveland, 

SUperior 1-0420; Washington, D.C., MEtropolitan 
8-3492; Miami, FRanklin 9-7852. 
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Fly NATIONAL to your FLORIDA convention 


Tops in travel to the tops in meeting sites 
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MIAMI 
PALM BEACH 
JACKSONVILLE 
TAMPA 


SAN FRANCISCO 
OAKLAND 
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AIRLINE OF THE STARS 


ST. PETERSBURG 


The only 
RADAR - SMOOTH 
FLIGHTS 


ft a a to and from Florida! 
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PP ‘<a 
[fF 4i ** 


—te DC-7B, DC-7R Stars— 
world’s fastest airliners 
world-famed luxury 


* Swift, luxurious DC-68 Stars 


%* Economical club coaches 


qe tsirmont 
PITTSBURGH “of 
WASHINGTON 


—%& Fast, modern Convair 440's 


NO-CHANGE-OF-PLANE 
SERVICE BETWEEN 
FLORIDA 
and 


TEXAS & CALIFORNIA 


Tradewinds and DC-6B coach 
in cooperation with Delta and 
American Airlines 


GREAT LAKES 


In cooperation with Capital 
Airlines 


JACKSONVILLE 


For additional information: Write or call Convention Manager, National Airlines, Inc., 3240 N.W. 27th Avenue, Miami, Florida 


s 


Miami Beach’s newest and oo luxurious hotel offers the 


10 MILLION DOLLAR” CONVENTION PLAN | 


with group meeting facilities you'll enjoy only at the Seville 


*Yes, the magnificent NEW Seville (completed 
January, 1956) cost 10 million dollars to construct, 
furnish and equip ... All to give your group 
unsurpassed facilities for fun, comfort and a 
successful meeting. 


OCEANFRONT at 30th STREET, 
IN THE HEART OF EXCITING MIAMI BEACH 
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¢ Grand Ballroom with no view-obstructing columns, 
seating 2,000 at meetings, 1,500 at banquets 
Five other meeting rooms for groups of 50 to 500 
20,000 square feet of exhibit area 
Color circuit TV facilities 
Tremendous pool and cabana play area 
for outdoor fun and meetings 
Complete inventory of equipment 


FREE 21" TV & RADIO IN EVERY ROOM 
2 POOLS « 500 FT. OF PRIVATE SANDY BEACH 
GOLF DRIVING RANGE 
100% AIR CONDITIONED 


“Robbie” ROBINSON, Exec. V.P.&Gen'l Mgr. {is 
MORTON F. FISK, President 


For complete information 
WRITE BEN GOULD, 
Director of Sales 


DINKLER IS 
CONVENTION- 
CONSCIOUS 


More than two years of extensive work 
and the expenditure of over a million 
dollars have provided Dinkler Hotels 
with the most advanced, ultra modern 
convention facilities in the South. All 
technical equipment, the latest audio 
and visual devices, excellent lighting, 
giant ballrooms that sub-divide to 
allow for groups of various sizes, new 
restaurants, completely redecorated 
guest rooms, 100% air-conditioning 
and ample parking are among the many 
features that have placed Dinkler first 
for conventions in Dixie. 


DINKLER 


PLAZA 
ATLANTA 


Tieteeaeeaee 


DINKLER- 


TUTWILER 
BIRMINGHAM 


DINKLER- 
JEFFERSON DAVIS 
MONTGOMERY 


DINKLER- 
ANDREW JACKSON 
NASHVILLE 


ST. CHARLES 


NEW ORLEANS 
~ 


DINKLER HOTEL 


Carling Dinkler, President 
Carling Dinkler, Jr., Vice Pres. & Gen. Mégr. 


SEND FOR YOUR DINKLER CONVENTION BROCHURE 


MR. CARLING DINKLER, JR. 
DINKLER HOTELS CORP. 
THE DINKLER PLAZA 
ATLANTA 1, GEORGIA 


Please send me your complete brochure on 
Dinkler Convention facilities in the South. 


Name 


Title 


Address___ 


City Jone___ State. 
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Why Doesn't Brainstorming 
Always Seem to Work ? 


There are four big reasons why creative-thinking sessions 


do not produce effective results for a company: manage- 


ment not really ''sold" on the idea; poor group leadership; 


problems not clearly defined; technique used as a “one- 


time shot." 


There are many dangers lurking in technique. 


BY B. B. GOLDNER, Ph.D. 
Director, School of Creative Thinking, La Sallie College 


Recently, a letter arrived in my 
ofice which said: 

Dear Dr. Goldner: We read your article 
in the July 6 issue of Sates MEETINGS and 
we thought the information about creative 
thinking and brainstorming was excellent. 
It aroused some real interest on our part 
and we decided to try it in our company. 

We carefully followed all the rules set 
forth—established a creative atmosphere, 
emphasized quantity rather than quality, 
got the whole group to participate, and 
kept out judicial thinking as much as pos- 
sible. 
our company as the leader and ran a 


We appointed one of the men in 


brainstorming session. 

But we just didn’t seem to secure the 
results you indicated were possible. Does 
this creative thinking really work? 

Of course, I answered this letter 
promptly, but in a general way, this 
article is a more complete answer to 
the overall problem that faces man- 
agements today. 

There are many reasons why the 
creative thinking and brainstorming 
technique might not work effectively, 
and I shall discuss the more serious 
ones at the outset. 


Must Believe !n It 


Before any company can embark 
successfully on a creative thinking 
program, as I have stated many times, 
top management must believe in it 
and not adopt any lukewarm attitude. 
Management must be “sold” on the 
real benefits for everyone in the or- 
ganization. 


‘Top operating executives in turn 
must “‘sell’’ conscientiously all key 
executives and supervisors who must 
live and work with the idea. In addi- 
tion, top management must convince 
union leadership, and then union 
members, that creative thinking is 
mutually advantagious for them. 

A forthright approach has proven 
best in that management should state 
that this technique is potentially prof- 
itable for both company and union, 
and not hypocritically claim it offers 
only unilateral benefits. Management 
should point out openly that this idea 
will mean increased profits for the 
company, and better pay and security 
for all employes. 


Put It In Writing 


All of this can be expressed in 
writing, preferably as a_ high-level 
concrete policy which will be a guide 
to action for the entire organization. 
Lower echelons must not run counter 
to this policy but should operate with- 
in the general framework of it. This 
implies both conformance and flexi- 
bility. 

Closely allied with top manage- 
ment approval, is the serious problem 
of motivation of employes in all divi- 
sions of a company down to the low- 
est levels. 

A strategic phase now develops in- 
evitably. Management must be able 
to encourage executives, supervisors 
and workers to come up with more 
ideas even when they have rejected 
some unworkable ones — unworkable 
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World’s largest and finest convention-resort hotel... 


INCOMPARABLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 


10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 
for groups up to 2500! 6 private dining rooms, formal 
dining room, casual coffee shop for fine food 

at popular prices. 


UNSURPASSED FACILITIES FOR 
FUN AND RELAXATION 

14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
— 4 cocktail lounges — exclusive shops — La Ronde 
Supper Club — Yacht Basin — 565 luxurious rooms... 


ontainebleau 


ON THE OCEAN AT 44th STREET, MIAMI BEACH, FLORIDA 


For information 
write or wire 
JACK M. SLONE 
Director of Sales 


BEN NOVACK 
President 


DUKE STEWART 
Manager 
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at the present time. ‘To reject, but 
not stifle an idea, a good executive 
should say in effect, “Your idea is a 
good one. You have shown clearly 
that you are thinking creatively about 
this situation, and you have demon- 
strated a good grasp of the problem. 
At this point we are not able to ap- 
ply your idea because . ” And he 
must give some positive, real, under- 
standable reasons why the idea cannot 
be applied now. At the same time, 
he must encourage the individual to 
come back with additional ideas. 
Nub of this is that we must en- 


courage even while rejecting ideas, 
and this is not easy. 


Give Recognition 


Of course, full recognition should 
be given to all those whose ideas have 
been accepted and have been applied. 
Prompt action should be taken to cir- 
culate reports of successful applica- 
tion of brainstorming-meeting results. 
Reports should be sent to all those in 
the organization as well as to publica- 
tions in the field. Full credit should 


Did you say CONVENTION? 


That need nt cause tension... 
Just one little mention 
will bring quick attention 


Let Capital solve your travel problems! With 
Capital's Delegates Service, you get planning 
and promotional assistance for your group 
at no extra cost. Capital will assign a travel expert 
to help you with all details—including ground 
transportation, hotel accommodations, even 


entertainment, if you wish. 


Save time and money, too! By flying Capital, 
you ll cut travel time up to 80% over surface 
transportation—have extra hours for post- 
convention side trips and other activities. 
Delegates will appreciate the comfort and 
luxury of a Capital flight—and the cost is 


often less than first class rail travel. 


Fly the incomparable VISCOUNT, 
world’s first turbo-prop (jet-prop) airliner, 

between many major cities 

on the Capital system. 


For assistance with travel arrange- 
ments for your mext convention or 
meeting, call your local Capital 
representative, or write J.0.Urqubart, 
Capital Airlines, National Airport, 
Washington 1,D.C. 


AIRLINES 


be given to this creative thinking tech- 
nique as often as possible. 

Poor group leadership is one of the 
most serious reasons why the brain- 
storming technique does not work 
effectively. By “poor” I mean not 
only untrained and unskilled in this 
new technique, but also unsold, un- 
stimulated and uninspired. The leader 
should have taken some formalized 
courses himself so that he understands 
the basic blocks and problems that 
will confront his group. He must be 
enthusiastic about the program and 
this will spill over into the group 


Has to Sell Hard 


He has to be an effective sales 
meeting leader because each session 
is a hard selling one and has to be 
guided in the right direction. He 
must engage in continual stimulation 
and teaching as the session gets under 
way. 


No Place for Amateur 


A creative-thinking session is no 
place for an amateur leader. It takes 
experienced leadership to keep 
thoughts under control and to guide 
them. 

Many companies have mistaken ac- 
tivity at a creative-thinking session 
for accomplishment, and believe that 
as long as they try something, they 
will get some results. 

If you need outside expert help, get 
it, and get it at the beginning so that 
you start accomplishing things. 


Define Problems 


A pitfall to avoid at brainstorming 
sessions is in defining problems to be 
solved. Is the problem clearly defined 
in the first place? Has enough back- 
ground material been given to the 
group? Is the problem broad or prop- 
erly pinpointed for brainstorming at- 
tack? If it is of necessity broad, has 
it been broken down into categories 
so that each facet can be handled 
separately? Has the group been in- 
troduced to the scientific method for 
solving problems? (I shall discuss the 
scientific method later.) 


Many Dangers 


There are many dangers lurking in 
the brainstorming technique. At 
present, creative thinking has stimu- 
lated interest in management all over 
the country, and many companies are 
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tending to get on the bandwagon. 
Management should not climb on the 
bandwagon, however, merely for the 
sake of being there. It must assay its 
own situation and find out wherein 
creative thinking is right for it. 


No Cure-All 


Creative thinking is another tool 
of management. It does not take the 
place of administering and managing. 
It will not cure all management ills. 

As happens when a new concept 
and technique is introduced and be- 
comes popular, insincere opportunists 
spring up. ‘These people profess to 
have a knowledge of creative think- 
ing, but tend to introduce stunts or 
talk down to people. Creative think- 
ing must be kept on a high profes- 
sional level. When it is properly con- 
ducted, it is inspiring, 
enjoyable and productive. 

Management must not be. afraid of 
some stumbling and failures. 
Nothing works perfectly; we're not 
striving for perfection. We do not 
expect results too quickly. The pro 
gram has to develop many times along 
lines that were not originally thought 
of, but which ultimately prove more 
profitable. 


stimulating, 


some 


Not "One-Time Shot" 


Another point: This technique and 
manner of thinking is not a 
time shot.” 


“one- 
It is a continuing pro- 
gram for improvement, much like 
basic research, and must be carried 
through on a high level by profes- 
sionally trained people of integrity. 

Creative thinking rapidly is becom- 
ing interwoven with the entire phi- 
losophy of some companies and has 
become an integral part of all of their 
operating activities. 

In the field of sales management, 
creative thinking has been making one 
of its heaviest impacts. Creative sell- 
ing is becoming the byword, and | 
like the way Cloyd S. Steinmetz, 
director of sales training, Reynolds 
Metals Co., puts it. In his creative 
sales training courses he says: 

‘We must call on creative thinking 
early in the game and constantly, 
somewhat like prayer, not as a last 
resort. We should teach salesmen to 
think creatively as a religion which 
becomes a part of their thinking and 
selling techniques, and not as a hap- 
hazard gimmick to be resorted to in 
time of need.” 

A creative thinking session is in 
reality a group meeting where con- 
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stant selling and teaching is impera- 
tive. Early, an able leader will point 
out that the so-called scientific ap- 
proach has proven effective in solving 
all types of problems. He usually 
goes on to develop the thought that 
this scientific method is a keystone in 
the creative-thinking 
the salient factor in the 
attack for solving problems 


structure and 
brainstorm 
business, 
social, political and personal. 
Stripping it of all the fancy, and 
often, ambiguous language, you find 
the scientific consists 


method essen 


tially of six steps: 


First Step 


First, define the problem. As you 
know, clearly defining and pinpoint 
ing the problem is half the battle. And 
once we have the problem boiled 
down to a succinct statement, we can 
tend As a 
matter of fact, in defining and re 
fining we have already embarked on 
solving. A problem such as “How 
can a supermarket improve its serv- 
ices?”” might be recognized as non- 
specific. A better statement of the 


to solve it more readily. 


Add the lure of FLORIDA 


to your convention plans! 


@ If you want to be sure of 
attend- 
ance, simply inject the lure of 
Florida in 


plans. Then watch interest and 


a record convention 


your convention 


enthusiasm soar! 

Everybody wants. to see 
and enjoy the many fabulous 
attractions of this subtropical 
wonderland, the playground of 
America. You don’t have to pre- 
sell Florida as a convention site. 
And you'll find that your con- 
vention will run more smoothly, 
more successfully in Florida 
because we are experts in enter- 
taining people, in caring for their 


needs, providing for their enter- 


FLORIDA... 


tainment. Conventions are a 


specialty of many Florida cities. 
Free Color-Movie Aids 


To help you promote a 
Florida 


produced several eye-compelling 


convention, we have 


color motion pictures of Florida 
that carry their own sales mes- 
sage.We’ll gladly send you these 
color movies free of charge, plus 
a list of attractive convention 
sites and any other aids you may 
need in planning and promoting 
your Florida convention. 


Just write to: 


State of Florida, Commission 
Building, Tallahassee, Florida, 
Room 1632-A. 


The Sunshine State 


63-foot yacht at your disposal 
Car rental service on premises 


Direct non-stop major air hnes 


THE 


Something 
In the Air... 


Makes a Meeting Click! 


And you won't wonder what that 
something is once you've made the 
HOTEL NEW WASHINGTON your 
Seattle Headquarters for sales meet- 
ings.and conventions. It’s the atmos- 
phere here that makes a meeting or 
convention really meet with your 
heartiest approval. Whether your 
meetings are large or small, they are 
of major importance to us. 


It's no wonder that in Seattle; the 
HOTEL NEW WASHINGTON is pre- 
ferred by leading national firms such 
as A. 0. Smith Corporation and Philco 
for their meeting headquarters. Assoc- 
iations also, like the Textile and Apparel 
industry, headquarter here during 
their market weeks each year, You'll 


prefer it too... once you've tried it! 


NEW WASHINGTON 


| SEATTLE, WASHINGTON 


‘See your Travel Agent 


EW Sa deal 
AND {im barra dor 
waeees 


BF PT OPO TE TE 


Park in front of vour room 
Movie and sound equipment. 
Addinonal eccommedetions eve: loble for extra lorge conventions 


FABULOUS GOLD COAST insures 


ee 


Lorbon 


- 


ATLANTIC CITY, N. J. Avotel 


Outstanding Facilities 
at Sensible Prices 


' you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
investigate the facilities at the Jefferson 

. . Atlantic City's leading moderately 
priced hotel. Famous for its excellent 
culsine and outstanding facilities, the 
Jefferson's completely trained convention 
staff is your assurance of a most success- 
ful meeting 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 
EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 
®@468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 

handle all details. 


For complete detolls and information 
tor future bookings, write, wire or 
telephone Chories A. Fetter, General 
Monoger. 


Jefferson Auditorium 


Atlantic City’s Newest & Finest 
Completely Air Conditioned 


200 VILLAS HOTEL ROOMS. APARTMENTS AND PENTHOUSES 


ON N THE OCEAN * PA PALM BEACH ° FLORIDA 


‘YOU OOWT HAVE TO OE A MLLSORAURE TO LIVE LIKE OWE @ PALE GtAce 
0 CONVENTION TOO Lasct G8 TOS SmALL’ 


S00 FT OCEAN toed 
wn 


Two SReeNs roots 


Ati waree 


TWO DINING ROOmS 


Two major RR stations Golf - Tennis - Deep Sea Fishing 


Planned entertainment Beautiful roof garden & patios 


Air conditioned meeting rooms 


YOUR MOST SUCCESSFUL CONVENTION 


FOR RESERVATIONS OR COLORFUL BROCHURES PHONE-WIRE OR WRITE FRAGK WiLLiams 


2170 SOUTH CCEAM BOULEVARD 


TELEPHOME JUSTICE 2-147) PALM BEACH 


FLORIOA 


most pressing problem, and one more 
readily solvable by brainstorming, 
might be: ‘How can we get our em- 
ployes to take a personal interest in 
our customers ?” 


Second Step 


Second step in the scientific ap- 
proach is to analyze the problem. 
Here is one of the pitfalls in creative 
problem solving. Many times the 
problem is composed of many facets, 
and we cannot solve them all simul- 
taneously. By analysis, we break 
down the problem into its different 
parts and categorize them. Later, by 
a process of synthesis, we integrate 
various facets and come up eventually 
with a comprehensive picture of the 
overall situation. 

The problem, “How can a super 
market improve its services?” might 
be broken down into these categories: 
training of employes, improvement of 
layout, supplementary services (baby- 
sitting, telephone shopping, etc.) 
“education” 


of customers, and so on. 


Third Step 


Third step is gather data to solve 
the problem. My experience has been 
that it is much better to accumulate 
more data than you appear to need. 
at the outset, even if 
some seem extraneous or unnecessary. 

It is frequently difficult to deter- 
mine what will be usable ultimately, 
for we often strike out later in a dif- 
ferent direction as a result of some 
data that has been amassed.. It is good 
tactics to have more accumulated than 
you expect to use. 

In our supermarket problem, data 
on surveys of customers may appear 
inapplicable, but some of the conclu- 
sions may be indicators of new ap- 
proach:s to the solution of the over- 
all problem. 


This is easier 


Fourth Step 


Fourth step is to analyze the data. 
This involves sifting and discarding 
that which is not usable, getting ad- 
ditional data in directions and from 
sources which we had not anticipated, 
and refining and synthesizing all that 
we now have. A creative but critical, 
specific yet open-minded attitude is 
necessary at this stage. Emphasis here 
is on qualitative quantity in prepara- 
tion for the next step. Our supermar- 
ket problem data may indicate that 
the key is education on a reciprocal 
basis of both employe and customer 
with a form of incentive for both in- 
volved. 
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Fifth Step 


Hihwprowmmerrsison  SQlI@S meeting ahead ? 


and | emphasize the “s.’’ We like to 
come up with a number of alterna- 
tives. As a result of our defining and You'll be ahead, too, if you 
analyzing the problem, gathering and let the Braniff Convention 
analyzing the data, we now have fa Bureau take care of all your 
enough information to come up with transportation problems. 
tentative solutions to our problem. We're old hands at this 
Solutions are not the end in them- sort of thing. 
selves, but indicators of the ultimate 
decision. It becomes necessary to eval- 
uate alternatives and arrive at a few 
answers in order of preference and 
applicability. Fear of failure or igno- 
rance of unimagined consequences 
must not stop us before the crucial wits 
last step. ‘ain . Same goes for get-togethers 
inal in Latin America—where 
Braniff serves eight countries. 
Our central control system 
handles space to anywhere on 
Sixth step is to test the solution—to Be Braniff shine sed SonNechng 
find out whether it will work in prac- ae, airlines. No charge. Get in 
tice. Many times if it is a problem cng anes FF touch with us now. 
and solution that involves an entire 
company, it is better to test it in one 


department at a time — as when in- Z BRAWNIFE 
Gr 


stalling new record keeping methods. mlernaluonal 


I am not proposing that every prob- 


lem has to be solved in one, two, AIRWAYS. 


three, four, five, six fashion, because 


Just pick any city in the U.S.A 
—from Canada to the Gulf, 
from coast to coast—and we'll 
do your travel planning 
chores, for one, six or a small 
army of conventioneers. 


Sixth Step 


steps usually overlap and run into 


: Write: Convention Bureau, Braniff International Airways, Love Field, Dallas, Texas 
each other. Each function must be 


performed, however. If step one 1s 


done incisively ; step two, rather com- - 
pletely; step three, quite comprehen- LAL New York 


sively; step four, intensively; step 


five, decisively ; and step six, creative- 


ly; chances for success are excellent. Weth A ittle Theatr 
L e 


Take Care with Orders Perfect for Your Sales Meeting 


4 . ’ : @ Professionally equipped theatre with 530 
When organizing a brainstorming 


group, great care must be taken in 
“ordering” participants to attend. Re 
cently, I ran a creative-thinking ses- 
sion on a Monday morning for a large 
company. After the session was over, 
as some people walked up to discuss 
things further, one of the men in the 
group said to me, “I would like to S all ; can 
apologize to you, Dr. Goldner.” : : me : ar 200 modern quest 
“Why?” I asked, since I had never Fe sooo (3 ae . a 
met him before. - es = re fh! ® ; radio and television 
“I was just ordered on Friday af- . : - Geen , pst wo Maths ws 
ternoon to attend this session,” he 5 * € = poo P the new. Coliteus 
explained. “I’m head bookkeeper Sin Sa LOD me poten | Sentence 
around here. I came prepared to be 5. C coon a Can hearse ces: 
bored, and I was not a little resentful aT Bone sie» {102" CIR Avene ea Om 
at the company for telling me that | ye “— CHL se Oe ibs owe eee 
had to come, because I couldn’t see os se en 
how creative thinking was going to pehad  teets nce: 
help me. I want you to know that | it Write te Director of Soles for Mestroted Srocheve 


have had a thoroughly stimulating BARBIZON-PLAZA 


and enjoyable experience, and it will 106 CENTRAL PARK SOUTH AT 6th AVENUE 


help me to make my own job more overlooking Central Park 
enjoyable and also stimulate those 


spring-cushioned seats; exhibit space of 7;000 
square feet adjacent 
16 air-conditioned meeting rooms atconiodat- 
ing 25 to 530. Excellent. trade show facilities 
Closed circuit telecasts 
® Fine banquet facilities 
French and American 


cuisine 
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who are working under me.” 

I was gratified with his explana- 
tion, but it triggered my thinking on 
a subject closely interwoven with 
creative thinking—order giving. Un- 
fortunately, in this field of human re 
lations, we find that many executives 
and supervisors are deficient in know- 
ing how to give orders. 


Types of Orders 


[here are four major types of o1 


ders: direct command, request order, 


Superlat we 


facilities, food and service! 
Acres of free parking space! 


Ydoal OF Se ie Pa 


for conventions up to 250—meetings 
and banquets up to 2,000 


implied order and call for volunteers. 
The direct command is the army 
or work-gang type: “You, lift that 
crate and get moving!” It is under- 
standable; it gets action, but there is 
no subtleness involved. In the art of 
dealing with people, this type of order 
is falling into disrepute in industry. 
More and more people in industry 
are using the request order. This is 
typified by the word “let’s” which 
means “let us.” It implies “Let you 
and me work on-this together; we 
shall share the burden of this job.” 
The implied order is the indirect 


Preferred by most companies for their Northern 


California conventions, meetings and banquets! 


ONLY 
Resort 
Hotel in 
San Francisco 
Bay Area! 


Hotel 


OAKLAND-BERKELEY, CALIF. 


One of 
California's 
Finest 
Resort 
Hotels! 


Just 20 Minutes from San Francisco 


Murray Lehr 
Manauing Director 
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THornwell 3-3720 
Teletype OA 520 


suggestion. This requires dealing with 
people whom you know and under- 
stand and who display a responsibility 
toward their work. For example, in 
your home you might tell your wife, 
“Dear, it seems to be getting dark in 
here, doesn’t it?’ Being understand- 
ing and helpful, she gets up and turns 
on the light. You didn’t tell her to, 
although that’s what you wanted 
done. You could have given a direct 
order, “Dear, go over and turn on 
the light. Can't you see it’s dark in 
here?” This might get you the light, 
but not exactly the way you wanted 
it. 


Call for Volunteers 


Fourth type of order, call for vol- 
unteers, always gets a laugh. Every 
one knows you should never volunteer 
for work. However, if the problem 
is truthfully stated, and the potential 
volunteers are given time to think 
about it, you can enlist their help. 
“Volunteers” seldom realize that they 
have received an order if it is han- 
dled tactfully. 

In this whole area of order giving, 
whether to attend a meeting or check 
a report, a creative approach is neces- 
Sary to secure complete coope ration. 
human” problems de- 


Solving these 
mands real leaders. 


Import to Country 


Creative thinking is important to 
your company and the country. It 
tends to conserve our resources be- 
cause we find ourselves making more 
use of brainpower and conserving on 
material resources. 

Hucksters of doom are heard cry- 
ing that we shall run out of oil, tim 
berlands, iron ore and water, and we 
shall soon wither and die. 

Only commodity we need be fear 
ful of depleting is creativity. 

As long as we do not allow our 
brainpower to wither from disuse and 
die, we shall find more oil by squeez- 
ing more from “dry” wells. We shall 
get more power from the atom. We 
shall continue to “‘farm”’ timberland 
and plant more faster growing trees. 
We shall utilize low grade iron ores, 
build more plants to economically 
process taconite, and import more 
high grade ore from close, friendly 
nations. We shall economically proc- 
ess sea water and have all the fresh 
water we and the rest of the world 
will need. 

Creative thinking always will help 
insure some measure of successful liv- 
ing simply because it is an inexhausti 
ble resource of a free people. 

The End 
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COUNSEL FOR COMPETITION addresses jury during “Calvert vs. Competition” trial. 


Judge's desk, on turntable, disappears to reveal additional evidence (right, above). 


Seagram 5-in-1 Meeting Is 
First All-Divisions Parley 


from whom you expect 
big things — outdid itself at the com 
pany’s recent conclave in New York 
City. Newly organized, ‘The House 
of Seagram staged not one, but five 
all inde- 
pendently produced by company’s four 


separate meetings in one 


divisions. Estimated cost of the com- 
bined mammoth meeting was $1.5 
million. 

The House of Seagram, Inc., was 
set up this year to coordinate activities 
of four companies owned by Joseph 
E. Seagram & Sons, Inc. Companies, 
Calvert Distillers Co., Seagram Dis- 


SCENE FROM FOUR ROSES' sales play, “Four Roses Time is Now." Professional 
actors, Jerry Milton, Paul Lipson and Mike Egan discuss future plans for their distributing 


house. 
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Five-act play was presented to 500 Four Rose distributors and executives. 


tillers Co., Four Roses Distillers Co., 
and General Wine & Spirits Co. are 
divisions of ‘The House of Seagram, 
Inc. ) 

The House of Seagram presented a 
wide-screen, technicolor documentary 
film. (Unofficial estimates place costs 
around $300,000.) Seagram Distillers 
Co. division pepped up a standard 
meeting format with slidefilms and 
other visuals. Calvert Distillers Co., 
at its meeting, staged a courtroom 
trial, “Calvert vs. Competition,” com- 
plete with judge and jury. Four 
Roses Distillers Co. put on a five-act 


COUPLE testifies in song that Calvert Reserve 
advertising program has set their desire on fire. 


play, using both professional actors 
and company executives in the cast. 
Year-old General Wine & Spirits Co. 
used its meeting time to meet and 
greet executives and distributors from 
other Seagram divisions. 

House of Seagram meeting opened 
the five-in-one conference with all 
1,200 delegates gathered at the Wal 
dorf-Astoria for the premiere for the 
showing of “The First 99,” 
mentary history of the organization 
dating back to the first Joseph E. Sea- 
gram & Sons distillery in Canada. 
Ninety-minute film was produced by 
Louis de Rochemént Associates, New 
York City, noted for their production 
of ““The House on 92nd Street.” 

History traces the effects of world 
wars, Prohibition, Repeal and fai: 
trading on both the U.S. and The 
House of Seagram divisions. Techni 
color came through vividly in brilliant 


a docu 


VICTOR FISCHEL answers ‘$64,000 Question” at 
House of Seagram luncheon. Hal March emceed the 
program. Fischel won car (distributors bought it). 
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convention 


IDENTIFICATION 


BADCES 


ADVERTISING BUTTONS 
SOUVENIRS 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tical items, Key Tags, Rulers, Card 
Cases, Pocket Knives, Thermometers, 
Tape Measures, Spinning Tops, Clothes 
Srushes, Pocket Mirrors, Computers, 
Calculators, Calendar Cards, Blotters, 
Signs, Letter Openers, and many other 
clever specialities for every occasion. 


WRITE for catalog, samples, and 


prices, stating probable quantities 
required. 


PARISIAN 
NOVELTY COMPANY 


3510 So. Western Ave. 
Chicago, Ill. 
Manufacturers Since 1897 


The "New" 


STANLEY RESORT 
ESTES PARK, COLORADO 
CONVENTION FACILITIES 


Cesine Auditorium: 42 « 66 plus baicony anc 
theatrical stege, 15 x 24. Seats 508. 

Maxwell Room: 65 x 8. Banquet and dining 
facilities for 450. PA system, stage, service bar 


OTHER SPECIAL ROOMS INCLUDE 


Music Room: @ x 4%. Seats 14. 
Pines Reom: 40 x 27 Seats 148. 
R Reem: |7 x 4. Seats 100. 
ner est Lounge: 32 x 32. Seats '#@ 
jeuney Eewe t 32x 32. Seats 140. 
x 2%. Seats 100. 


“Extras” Included in American Piaa 


Square dancing . . . chuck wagon dinners . . 

ladies luncheons . . . pool . swimming . . 
nightly entertainment and dancing... 
sien to world famous Lariat Lounge . . . 

putting ° nm 

children's pi "sions with supervision “te ing 

oy OO oe — ...+ bingo... card qame: 


Horseback riding, tours of National Park, golt 
boating and fish ng avaliable at reasonable rates 


Estes Park ‘Phone 23 
Chicego ‘Phone MOhawk 4-5100 
Teletype No. CG-1264 


GIGANTIC DISPLAY featured one large stage with screen, flanked by four small ones. 


splashes of color as the scenes unfold- 
ed. Cartoons, interspersed with ac- 


tors, provided a pleasant change of 


pace. 

Newsreel clips heighten the docu- 
mentary effect as do appearance of 
various House of Seagram officials 
during the film. Victor A. Fischel, 
president, The House of Seagram, 
emphasizes importance of distributors 
during a visit to “distributor friends.” 
Executives of different divisions out- 
line the evolution of Seagram’s busi- 
ness philosophies in a relaxed profes- 
sional manner. 

In an address at the conclusion of 
the film, Fischel revealed that The 
House of Seagram plans to show 
“The First 99” all over the country. 
It will be available free of charge to 
all interested groups. 

Fischel also announced a new con- 
test for distributors. Special room in 
new House of Seagram building now 
being erected in New York City will 
be known as “The House of Seagram 
Room.” Distributors who meet their 
quotas will be eligible to have a por- 
trait of themselves, by Bachrach, hung 
in the room. Only one executive from 
each distributing house may be repre- 
sented in the permanent exhibit. 


Three Ballrooms 


At noon delegates dispersed to three 
different ballrooms for luncheon and 
an address by General F. R. Schwen- 
gel, president, Joseph E. Seagram & 
Sons, Inc. Rooms were linked to- 
gether by PA system so all delegates 
could follow the proceedings in the 
main ballroom. 

Backdrop for the entire confab was 
a giant display constructed by Gard- 
ner Displays, Pittsburgh. Display, 
weighing over five tons, was 83 ft. 
long and 22 ft. high. Center arch 
measured 40 ft. across with a wing 
on each side. 


Center Screen 


Curtain of center stage folded back 
to reveal a screen for movies and 
slidefilm showings. Each wing had 


two built-in miniature stages, com- 
plete with drapes. On cue from 
Fischel, at The House of Seagram’s 
meeting, curtains were opened to re- 
veal, one-by-one, exhibits featuring 
brands of the company’s four divi- 
sions. Special paint on the supporting 
columns created the illusion of stone. 

As an added safety measure, the 
massive display was guy-wired to the 
stage although it had been success- 
fully erected without wiring before 
the meeting, says William J. Levins, 
Gardner vice-president. 


Seagram Meeting 


Tuesday was Seagram Distillers 
Co. day. Only distributors and execu- 
tives from the Seagram Distillers divi- 
sion attended the meeting. Keynote 
address by Herbert W. Evanson, ex- 
ecutive vice-president, opened the con- 
ference. Slidefilms and motion pic- 
tures were used to illustrate Sea- 
gram’s increase in sales. Parade of 
top executives outlined packaging, 
merchandising and sales promotions 
campaigns planned for the 
year. 

Bernard Tabbat, director of mar- 
keting, commended a few top-flight 
distributorships and gave detailed ex- 
amples of how they operate—an effec- 
tive device to give out a few pats on 
the back and, at the same time, offer 
tips on better marketing. 


coming 


Calvert Breakfast 


Wednesday was Calvert day. Like 
their Seagram brothers, Calvert dis- 
tributors and company personnel 
breakfasted together, then met in the 
Grand Ballroom. 


Mock Trial 


Calvert meeting, entitled “Calvert 

Competition,” was under the di- 
rection of Tubie Resnik, executive 
vice-president. Meeting featured a 
mock trial with company executives 
and their agency heads “‘testifying” to 
Calvert-Carstairs’ many .assets in its 
fight for number one position in the 
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liquor industry. New advertising 
campaigns and sales figures were in- 
troduced as “evidence.” 

Set resembled an average court 
room, complete with jurors’ box, wit- 
ness stand and judge’s bench. As first 
“evidence” was introduced, viewers 
saw the judicial bench slowly revolve 
to bring on stage an interviewer and 
an attractive subject who explained 
her preference for Calvert. When 
presentation was over, judge returned 
to hear further testimony. 

Jury was composed of eleven dis- 
tributor sales managers and one pro- 
fessional actor. It was their job to 
weigh the evidence and reach a deci- 
sion for either Calvert or their com- 
petition. Executives were the wit- 
nesses while professional actors and 
actresses put on the presentation. 


Concealed Screen 


Above the judge’s bench was a con- 
cealed screen on which a number of 
slides, ads and other visual material 
were projected by the Cellomatic 
process from behind the screen. 
Show was written and produced by 
Industrial Division, Music Corpora- 
tion of America. 

Exhibits were offered in evidence 
with the caption, “Here’s the Evi- 
dence—You Be the Judge.”’ Curtains 
were drawn to reveal a simulated 
night club, tavern, and package store. 
Each exhibit featured the promotion 
planned for that type operation. Tav- 
ern and package store exhibits intro- 
duced new counter displays while 
night club exhibit featured white 
vase filled with flowers promoting 
Lord Calvert whiskey. Night club 
exhibit also featured two lithesome 
models who sipped their drinks at a 
small table. 

The jury, after hearing all the evi- 
dence, “decided”’ for Calvert. 


Five-Act Play 


Four Roses, not to be outdone by 
the other divisions, offered their dis- 
tributors a five-act play, complete 
with an original score played by a 
full Broadway orchestra. 

First act depicted a distributing 
house, about 1937. Problems of that 
era were recounted. Price cutting and 
gouging, loading by distillers and the 
general anarchy in the liquor business 
at that time were brought out. Sug- 
gestions on elimination of unfair busi- 
ness practices, formation of retail 
trade associations and other market- 
ing procedures are made. 

Second act showed same distrib- 
uting house today—with the cracks in 
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JOSEPH MASSAGLIA, JR., 
PRESIDENT 


EXECUTIVE OFFICES 
HOTEL MIRAMAR 


HOTEL Raleigh 
WASHINGTON, D.C. 


JOHN F. SCHLOTTERBECK, Manoger 


xore. Bond 
HARTFORD, CONN. 
GRIFFITH RB. DAVIES, Manager 


HOTEL pherwyn 
PITTSBURGH, PAC 


MURREL F. VAUGHN, Manager 


and in HAWAII Unikiké Biltmore HONOLULU 


RICHARD D. SCHOFIELD, Manager 


nore Park Lane 
DENVER, COL. 


MILTON J. FRAMPTON, Monager 


Hore. Franciscan 


ALBUQUERQUE, N. M. 
H. 8. WOOD, Monoger 


Hore.. Mivamar 
and Bungalows 
SANTA MONICA, CALIF. 


WILLIAM W. DONNELLY, Monoger 


HOTEL WUsilton 
LONG BEACH, CALIF. 


FOY 0. SENN, Monager 


nore (1 Rancho 
GALLUP, N. M. 


MARTIN L. HANKS, Monoger 


HOTEL el tnton 
CINCINNATI, O. 


JOHN SCHEIBLY, Manager 


MIDWEST HEADQUARTERS * 200 E. Walton, CHICAGO * DE 7-6344 
World-Famed Hotels E Television 
Teletype Service 


Feople MAKE CONVENTIONS GREAT 


The right people, produce meetings wherein ideas emerge to advance a 
business, industry or profession. Imaginative planning, adequate facilities 
and competent management create the atmosphere and provide the 
services and facilities every great convention needs. 


and speaking of people .. . the Di Lido’s Management-Sales team's years of experience and 
know-how makes conventions and meetings held here a credit to their sponsors. 


SAUL A. COHEN JIM PARRISH 

Owner-Managing Director, The Di Lido's manager 

member of the Di Lido's worked his way up through 
| management team. Expert sales. He knows how to 


: ~ create the atmosphere 
in sales effort and exacting eile tae eum 
follow-through. meeting. 


YOU HAVE THE RIGHT COMBINATION AND 
FACILITIES FOR A GREAT CONVENTION 


Located at the Convention Crossroads cf the World, the 
Di Lido offers the finest facilities available anywhere: 


+ Completely Air Conditioned » 330 Rooms + 1000-seat Ballroom- 
Meeting-Banquet Room + five Meeting Rooms + 100-seat TV 
Theatre for small meetings + complete Recreational Facilities 
* two Pools + Beach » Cabana Colony + Supper Club + Coffee 
Shop + Dining Room + two Cocktail Lounges. 


Wire, call or write for complete detailed information. 


ON THE OCEAN AT LINCOLN ROAD @ MIAMI BEACH 


For Your SALES MEETING .. . from 10 to 1,000 


¢ Largest Hotel between N. Y. & Buffalo 
Audio-Visual equipment 
Closed-circuit television 
7 parking areas within a block 
Minutes from N. Y. State thruway 
Special banquet and kitchen facilities 
Four fine restaurants 


Hotel Syracuse 


JAMES F. GILDAY, exec. vice-pres. SYRACUSE, NEW YORK © TELETYPE $$300 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


% Private club atmosphere, dis- 
tinguished service 


% Easily accessible (only 100 mi. from 
N. Y. and Phila.) 


Excellent meeting rooms, equipped 
with all professional requirements 


Outstanding cuisine — private din- 
ing rooms 
Superb facilities for relaxation and 
recreation, including 18 hole cham- 
pionship golf course 

% Beautifully appointed accommoda- 
tions 


Write for Conference Booklet and complete details 


SKYTOP CLUB High in the Poconos 


BOX 30, SKYTOP, PENNA. e« 


Wm. W. Malleson, Jr., Gen. Mer. 


No resort offers a more conducive atmosphere 


for sales meetings and conventions. The unsur- 


passed facilities of the Equinox include— 


* Scenic 1426 acre estate 


Convention Hall seating 300 
Accommodations for 335 persons 
New Swimming Pool and Terrace 
Private Trout Lake 


Finest Golf—Nationally Rated 6690 
Yard Equinox Golf Ciub 


The food and service at the Equinox are without 


John J. Dewey 
Managing Director 


CC quino 


MANCHESTER-IN-THE-MOUNTAINS 


peer. Full cooperation of our staff and manage- 
ment assures attention to every detail. 


: Howe 


VERMONT 


© 3 Minutes from Grand Central 

¢ Convenient to Fifth Avenue 
Shopping 

@ All Outside Rooms with Tub 
and Shower 

@ Radio; Television; Circulating 
Ice-Water 


HOME OF THE FAMOUS 
‘Hawaiian Room’ 


See your local travel agent or 


write to Promotion Dept. 
for Brochure 152. 


Newly Decorated Rooms, Suites 


LEXINGTON AVE. at 48th ST., 


e 


NEW YORK CITY, 17 Seats > 


the walls and the decrepit furniture 
replaced with a handsome office com- 
plete with beautiful model. At the 
end of the second act, the owners of 
the house leave to attend a Four Roses 
sales meeting, which actually takes 
place on the stage as Act III. 

Jay Gould, executive vice-presi- 
dent, Four Roses, announced at the 
“meeting” that Four Roses will in- 
troduce a prestige gin under the Four 
Roses label. Increased advertising 
budget was announced and new point 
of sale displays were revealed. ( Forth- 
coming advertising campaign will fea- 
ture slogan, “Who But Four Roses 
Could Bring You the World’s Finest 
Gin?” 

Act IV found the owners of the 
house back at their office discussing 
what they have seen, and Act V pre- 
sented Four Roses executives them- 
selves listening to an address by Jay 
Gould. 


Broadway Atmosphere 


Broadway atmosphere was height- 
ened by presenting each guest with a 
special copy of “The Playbill,” a 
weekly publication distributed at 
Broadway shows. Special issue gave 
background of the actors appearing in 
the show, information on Four Roses, 
and brief biographies of several Four 
Roses executives. Thumbnail sketches 
were written in the jargon of the 
theatre. 

Play, written by Frank Kane, au- 
thor of Johnny Liddell detective 
stories, was produced by Wes McKee 
Productions, Inc., New York City. 
Kenneth S. Baxter, vice-president in 
charge of Four Roses state store divi- 
sion, supervised production. 

Distributors present rated the show 
“a four rose production.” 


Plans for Coming Year 


General Wine & Spirits Co. pre- 
sented its offering immediately fol- 
lowing a luncheon for all House of 
Seagram distributors and executives. 
Harley Cole, vice-president in charge 
of sales, outlined General Wine & 
Spirits’ progress and plans for the 
coming year to the assembled dis- 
tributors from other divisions. Ex- 
hibits and charts were used in the 
presentation. Main purpose of the 
meeting was to acquaint assemblage 
with newly organized company. 


Entertainment Problem 


Big problem for meeting planners 
was to provide entertainment for 
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delegates with free time. Division 
company meetings were staged on suc- 
cessive days. So when not attending 
a combined meeting or his own divi- 
sion meeting, the delegate had plenty 
of time for sightseeing and amuse- 
ment. 


Questionnaires Sent 


To cope with problem, Seagram 
sent out questionnaires to each dis- 
tributor before the meeting to ask 
him what he would like to do in New 
York. Alerted by the answers, Sea 
gram bought up whole blocks of seats 
at Radio City Music Hall, at various 
theatres, Roosevelt Raceway and Ja- 
maica racetrack. Arrangements were 
made to take delegates on a sightsee- 
ing tour of Manhattan by boat. 

Company maintained a hospitality 
suite which was open most of the day 
until 1 o'clock in the morning. 


Started January 


Preparations for the mammoth 
meeting, tagged “Operation Conven- 
tion” by the staff, got underway in 
January. Because of the room prob 
lem wives were not included in the 
invitations. To avoid any misunder- 
standing or friction all women were 
barred from any of the meetings. 
(Rule hz be relaxed, however, 
when unexpected number of women 
from the press showed up.) 

Transportation for the 1,200 men 
was provided by Seagram who picked 
up the tab for all expenses, except 
long aistance calls and souvenir buy 
ing. Delegate indicated just how he 
wanted to travel—by train, plane or 
ship. One of the more unusual ar 
rangements was that of a distributo1 
from Hawaii who chose to cruise 
by slow boat from Honolulu, a trip 
that took two weeks. 

Country was broken down into five 
geographical areas and reservation in- 
formation was funneled into central 
headquarters in New York City. All 
reservations were made from the New 
York office to insure centralized con 
t 


Baggage Tags 


Delegates were given baggage tags 
before leaving home. Luggage was 
picked up at delegates’ home towns 
and transported to New York City 
and the Waldorf. When delegate ar- 
rived in his room his luggage was 
there waiting for him. 


SM/OCTOBER 5, 1956 


NEED TEMPORARY HELP FOR 
YOUR CONVENTION, TRADE 
SHOW, OR SALES MEETING ? 


manpower, inc. for: 
DEMONSTRATORS STENOS 

MODELS BOOTH SET UP WORKERS 
BOOTH ATTENDANTS PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 
SERVICE 


Ws Ree. 


a ae HEN 


Use our employees as long as you need them at low hourly rates. 


si ® 
manpower, inc. 
OVER 90 BRANCH OFFICES COAST TO COAST 


Write for illustrated brochure to: 
DEPT. C MANPOWER, INC. 820 N. PLANKINTON MILWAUKEE, WIS 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efhicient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recently entertained at The Belleview 
Esso Standard Oil, Travelers Insurance Company, Security Mutual Life, Wirebound 
Box Manufacturers, Aetna Life, Northwestern Mutual Life, Metropolitan Life, 
U. S. Independent Telephone Association, Scientific Apparatus Makers Association, 
National Association of Architectural Metal Manufacturers, American Institute of 
Accountants. 


DON CHURCH, Manager 


IDEAL sox vous 
wor CONVENTION 


Your problem of 
getting the 
"right" people 


to your exhibit and hospitality 
suite solved . . . here is an un- 
usual approach to identifying 
your company's name, and the 
actual location of your suite. 


Write or wire for samples 
and prices. 


Delphan 
company, inc. 


17 WEST 45th STREET 
NEW YORK 36, N. Y. 
JUdson 6-3666-7 


HOTEL 


LASALLE AND MADISON 


CHICAGO 


@ Complete facilities adaptable to 
any type of function 

@ Personalized attention to 
every detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 

WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 
A.M. QUARLES ’. P. MATHEWSON 
: ‘ nie waanene 


Men were greeted by a “welcomer” 
who directed them to Seagram’s regis- 
tration suite where they were each 
met by their personal “host.” One 
host—a Seagram official—was _as- 
signed to every nine delegates. He 
was on hand during the convention 
to solve any problems and smooth 
over difficulties. 


Guide to City 


Each man received a packet con- 
taining guides to New York City, a 
notebook, copy of Cue magazine— 
New York’s restaurant and amuse- 
ment guide—and any special messages 
or changes in the delegates schedule. 
A pocket-sized convention program 
listed conference timetable plus lo- 
cation of Seagram’s full-time hos- 
pitality suite and medical facilities. 
(Full medical staff was on duty night 
and day during the convention. ) 


Opened Sunday 


Conference opened official on Sun- 
day as delegates trickled into head- 
quarters from as far away as Alaska 
and Hawaii. Buffet lunch was served 
all day in Seagram’s hospitality suite 
for hungrv arrivals. Those who 
wished could take a chartered bus 
to the Pittsburgh-Giants baseball 
game or they could just rest. All en- 
tertainment was optional. Buffet din- 
ner in the evening was topped off 
with a trip to Radio City Music 
Hall. 

Highlight of the even‘ng entertain- 
ment was an informal banquet and 
stage show at the Commodore Hotel. 
Entertainers on hand included singers, 
Roberta Sherwood and Pearl Bailey. 


Panel Last 


4 

On the last day 5f the conference 
a panel composed of House of Sea- 
gram executives gathered to answer 
distributor questions. Panel was com- 
posed of representatives of various de- 
partments law, sales, marketing and 
others. Questions they answered had 
been submitted in advance, but any 
distributor was free to ask questions 
from the floor. Meeting lasted about 
three and one-half hours. 

After lunch delegates began their 
homeward trek while the mecting 
planners took a well-deserved rest be- 
fore tackling next year’s convention. 
No plans have been announced, but 
it will have to be a big one to top 
1956, everyone agrees. 

The End 


Looking for a 
location that’s 


Here is a Magnificent Tropical 
Island Paradise 

Just 18 minutes from the heart of Miami. 
Delightful seclusion without remoteness. 
Unexcelled Services . . . Cordial Hospitatity. 
Air-conditioned. Diversified facilities. 
Picturesque, sporty 9-hole Pitch 'n Putt Golf 
Course overlooking the Atlantic Ocean. . . 
described by Golfdom Magazine as one of 
world's finest. Miles of secluded beautiful 
white sand Beach. 4 Championship Tennis 


Courts .. . Shuffleboard. 2 Fresh Water 
Swimming Pools. 


Your Group is held together . . . work 
together . . . live together . . . ploy together 
on a delightful Resort-estate. Telephone 

or write for complete information 

Alan Bland, Director of Sales 

Bob Neale, Managing Director 


© Complete with everything necessary 
for Successful..Happy..Group Functions 


THE 


KEY BISCAYNE 
Hotel and Villas 


300 OCEAN DRIVE + KEY BISCAYNE + MIAMI 49, FLORIDA 
Telephone Miami 814-54°)1 


accommodations 


in Inn, Lodge or private cot- 
tages at special group rates. 


meeting facilities 


for 20 to 350 people, modern 
meeting equipment, banquet 
and bar facilities, experienced 


staff. 
sports and fun 


swimming in lake or pool, 
Bath and Tennis Club, chair 
lift, riding, golf—dancing, en- 
tertainment. 


transportation 


by air, rail, bus or car over 
excellent Route 


"ie 
=> Lodge 
Mont Tremblant 


P.Q., Canada 


Siegfried Faller, Jr., Sales Mgr. 
Tel: St. Jovite 83 


90 miles 
north of 
Montreal 
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19 ways to help your visual presentation 
steal the show the next time you address 
a big convention or small sales meeting 


Will They Walk Out on Your Visual Aids? 


By William Rados 


Sales Training Consultant 


The near-sighted gentleman in the 
back row leans forward and stares 
intently at your small chart with the 
small lettering. Finally he shakes his 
head, mutters “damn-fi-can read it’’ 
and quietly, but definitely, sneaks out 
—mentally, if not physically. 

One man lost because of “invisible 
visuals !”’ 

Meanwhile, on your left sits a 
man, notebook in hand, ready to re- 
cord your valuable ideas. But when 
you unveil your key visual, the one 
that shows the answer to his problem, 
he cannot see it, because the lectern 
blocks his V lew. 

Another man lost because your vis- 
uals are placed “in hiding.” 

Finally, there is the sceptical vip. 
If you sell him, your talk will be a 
great success. But unfortunately the 
physical handling of your props is so 
amateurish, this listener ignores your 
talk in the fascinated expectation that 
your cumbersome visual presentation 
will come crashing to the floor any 
moment now. 

Third man lost because of lack of 
rehearsal with your visuals. 

Exaggerated? Unfortunately no. 


Audience Reaction 


Such 


tions always occur when the visual 


unfavorable audience reac- 


presentation falls down on size, place- 
ment, showmanship. Because here are 
the three key principles which draw 
the line between a visual presentation 
that sags like a flat tire and the pres- 
entation that rides straight and 
smooth to the speaker’s goal of regis- 
tering a smash hit with his audience: 
|. Make it big enough to be seen. 
2. Place it so it can be seen. 
3. Show it with showmanship. 
Build your presentation 
around this Big Three, and instead 
of men walking out on you physically 
or mentally, these men, and the entire 


visual 
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audience, will march with you to en- 
thusiastic acceptance of your message. 

Right props, properly used, produce 
benefits impossible otherwise. For in- 
stance: 

1. Your point gets across mort 
quickly. Say, in 30 minutes instead 
of an hour of talk, talk, talk. 

You increase audience recall. 
They remember you the next day. 

3. You raise the odds in favor of 
application. Object of your effort is 
to get your audience to do something. 
Open more new accounts; bring back 
orders instead of excuses; make more 
calls; sell the deluxe models; get king- 
size instead of peanut-size orders. 

This is why speakers rely so heavily 
on showcards, motion pictures, flip- 
over charts, blow-ups, slides, samples, 
cutaway models, product displays and 
all the endless varieties of visualized 
presentations. 

And you too, will derive the bene- 
fits you seek, when your illustrated 
talk avoids common errors which dis- 
tract, and instead follows the simple 
rules, that assure the right props, 
properly used. Here they are: 


Large Letters 


1. Make your visuals visible: Use 
maximum-size_ lettering of fewest 
possible words. For really large audi- 
ences, project slides or motion pic 
tures on theater-size screen, or dis- 
play 30-sheet posters or 20 by 50- 
foot banners. 


A national TV manufacturer 
slipped on this one; so at 800 sales 
meetings across the land, his speakers 
displayed 18 by 25-inch charts fea- 
turing one word one inch high. The 
rest of the sheet remained virgin. 
Whereas at the New York Sales Ex- 
ecutives Club, I displayed a show- 
card of identical size. Yet the copy 
was clearly visible to the several hun- 
dred men present because the key 
word DROLL was bold and 10 
inches high. 

2. Use color, not art, for headline: 
To obtain maximum available space 
avoid adding decorative art to your 
headline visuals. For instance, if your 
talk is titled “Pick Stars and Sell 
More,” the words tell the story. 
Whereas the addition of a sketch di- 
vides attention, reduces the size of 
your lettering. For dramatic interest 
display colored lettering on 
background. 


color 


Eliminate Detail 


3. Simplify by elimination of de- 
tails: Don’t blow up the original com- 
plicated work sheet, organization 
chart, wiring diagram, parts list, etc. 
Instead, prepare a_ special visual 
which dramatically emphasizes your 
key point, and ruthlessly eliminates 
all secondary details. Another alter- 
native is to break down your overall 
subject into several component parts 
to show each via a separate visual. 
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THIS IS BILL RADOS 


He has specialized in sales training for 
26 years and has been director of sales 
training for leading corporations. He is 
past president, National Society of Sales 
Training Executives; author of “How to 
Select Better Salesmen” (Prentice-Hall) ; 
nationally recognized as a pioneer in 
better techniques of hiring and training 
salesmen. 


And for very important sales meet- occupy at least one-half the area of 
ings, there is no better way to show the screen, show card or flip chart. 
a complicated subject clearly than by Chen too, an arrow painted by your 
a specially-produced motion picture. artist will carry your audience right 

: eS : to the target of your picture. Also 

4. Clarify the "obvious": When pote ae - 
letter on a title: viz, New Deluxe 
you show a photograph, you are still r: 
: - Widget. 

up against the problem of making it 
big enough to be seen. Crop out all 
extraneous details so that the feature Avoid Glare 
will stand out. To show the entrance 
to your factory, for instance, show 5. Project message, not glare: 
it close up and omit the rest of the Io eliminate audience-distracting 
mile-long building. My own rule of screen dazzle, instruct your studio 
thumb is that the key feature must that with your transparencies the au- 


THE KING COTTON 


IN GREENSBORO, NORTH CAROLINA 


In the heart of a beautiful piedmont city, 
a modern 14-story fireproof meeting spot! 


e The King Cotton accommodates groups up 
to 400 throughout the year, with 225 
bedrooms and 12 suites available—all 
modern, freshly furnished; air-conditioned. 


@ Five well-equipped meeting or banquet 
rooms, one of 500 capacity with unobstructed 
view of 24 x 11 stage. 


This “hotel of the far-famed name” has 
proved ideal for area groups and na- 
tional meetings. Nearby, five 18-hole 
golf courses. New-old Greensboro is 
the center for 8 colleges, a variety of 16-mm projector, PA system, spotlights, etc 
thriving industries, encircled by beauti- 

ful countryside rich in historical interest Rogers Rudd, Manager 


@ 4200 square feet of exhibit space on one floor. 


e Complete meeting equipment available— 


TOWN & COUNTRY | 


HOW TO MEET WITH SUCCESS: 
Good work gets done—then play is fun! 


When you meet at Sedgefield Inn, you'll like the easy 
way you get things done at working sessions . . . the 
fine food, smooth service at luncheons, banquets... 
the deep chairs everywhere, for talking with old 
friends . . . the suites, for private conferring . . . the 
* Accommodates groups up to 200, personalized refreshment arrangements. Then, for 
th 100 bedr« .10 . me es : : - 
se bedrooms, 10 suites. many lay: at the Inn door, 18-hole championship golf . 
air-conditioned,all newlydecorated - a © 
* 8 private meeting rooms, one the Putting greens...riding horses...tennis...the outdoor 
detached Manor Hall seating 500 heated pool...and the grand trees and rolling hills of 
with plenty of legroom,un-pillared Sedgefield’s manv-acred estate. Everything you want, 
«3 banquet rooms, largest seating lu { » S h h wt h . be Ped | ' 
up to 500 for comfortable service including genuine happy-to-have-you hospitality 
© 6000 sq. ft. exhibit space on! floor 
* Complete equipment available 


ome Sedgefield Inn 


at Greensboro 
North Carolina 
Harold Colvert, Mgr. 
Drive Route 29, 70; or 
come by Eastern, Capital 


and Piedmont Airlines or 
Southern Railway 
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dience is to see light-colored lettering 
on dark background. Also, train your 
projectionist to carry out his job with 
least possible screen glare, before, 
during, and after the showing. Focus- 
ing should be completed before the 
group gathers; projecting a series of 
slides should be done without expos- 
ure of glaring screen in between 
slides; and once the show is over, 
shut off projector at once. 


Sell Visually 


6. Show all key points: When you 
make an oral presentation, you in- 
clude everything necessary to sell 
through their ears. When you make a 
visual presentation, likewise include 
everything necessary to sell through 
their eyes. For instance let them see: 
A. trade mark; B. your name and 
title—especially for large company 
meetings, trade associations, address- 
ing new employes; C. title of your 
talk; D. tie-in to convention theme; 
E. all main points of your message; 
F. benefits to audience; G. summary 
of your talk; H. how your audience 
is expected to act on your message. 


7. Don't stint: Allow sufficient time 
to plan, design, build, test and re- 
hearse your visual presentation. If 
the event is important, and you would 
benefit by special help, assign or hire 
some competent person or agency to 
give a hand on any or all of these 
elements—script writing, design and 
construction of visuals, coaching and 
rehearsal. 

And speaking of rehearsal, here’s 
the next rule of planning: 


8. Make a file copy of visuals: 
Photostate or photograph them. File 
them with your speaking script for 
review on trains, planes and in hotels. 
It’s also useful for reports to your 
boss, publicity in trade papers and 
company house organs, and for future 
reference. Or in case of loss of the 
originals. 

Now that you have a visual presen- 
tation big enough to be seen, and 
have rehearsed your script, let’s con- 
sider the next step. 


Everyone Sees 


9. Check on worst seats: Center 
your screen or easel for the people 
at extreme right and left. Mount it 
high enough so members of your au- 
dience won’t be forced to try to look 
through heads in front of them. If 
you work from a platform, move it 
forward, so people in the front row 
won't have their view cut off. If you 
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work from a lectern, make sure that 
it will not obstruct the view of people 
seated at one side. 


10. Spotlight your opaque visuals: 
You've been in meeting places where 
the illumination was designed to flat- 
ter a gal’s complexion. But such un- 
der-powered lighting does nothing to 
flatter your charts. Instead, focus a 
baby spotlight, so your visuals will 
stand out like the vodka glow on a 
commissar’s nose. 


11. Remove competing distrac- 
tions: When you get up to deliver 
your message, you hope your audience 
will give you its attention. But it 
won't, if previous speakers have left 
their props on stage, or if one or more 
of the meeting officials remain seated 
on stage. To avoid such distractions, 
arrange in advance with the chair- 
man. And if that fails, call a seventh- 
inning stretch to clear the stage before 
you Start your talk. 

One final thought on setting up 
your props: 


12. Check arrangements before 
you go on: Many is the time I have 
had my breakfast or lunch sent into 
the meeting hall while I checked over 
my props, and have run through last- 
minute Then when I’m 
called upon to speak, I’m sure no 
gremlin has fouled up my props. 

Final “secret” of a visual presenta- 
tion that brings down the house is: 
show with showmanship. 


rehearsal. 


13. Maintain contact with audi- 
ence: Lacking sufficient rehearsal, 
some speakers don’t know what’s 
coming. They turn around to look at 
each of their visuals, and thereby lose 
eye and voice contact with the people 
they are trying so hard to sell. 

Ideal is the man who knows his 
visuals so well that he can maintain 
continuous contact. For instance, 
when I addressed an _ important 
American Radiator & Standard Sani 
tary Corp. sales meeting, I had re 
hearsed so thoroughly that I went 
through my flip chart without ever 
once turning to check. Risky? Not 
with rehearsal. The impression this 
makes is worth the trouble. 


14. Don't show your hand pre- 
maturely: If you wish to make a few 
remarks before displaying your vis- 
uals, keep them covered until its time 
to show. Then, and only then, let 
them see your first chart, slide or 
whatever. 

Some audience 
displaying their visuals 
long before they get around to them. 
By which time, the edge is gone. 


speakers destroy 


suspense by 
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15. Stick to presentation like glue: 
In a bare-handed talk you can depart 
from your prepared script and people 
may not notice it. But with a visual 
presentation, there is no such flexi- 
bility. If you depart from your pre- 
pared script, confusion reigns. Your 
words and visuals fail to synchronize. 
Of course, during rehearsal, you can 
make as many changes as necessary. 
But once you get up to say “Mr. 
Chairman, Ladies and Gentlemen,” 
stick to your prepared script like glue. 


16. Make it a straight-forward: 
Although motion pictures handle 
flash-back sequences, amateur sales 
speakers usually muff the ball on this 
one. For instance, a speaker showed 
us his first 17 charts and everybody 
was impressed. At this point his pre- 
pared talk required him to flash back 
to chart No. 6. But two or three dis- 
tracting minutes elapsed before he 
finally located and displayed it. Mean- 
while the spell had been broken. 


17. Keep your visuals moving: 
To create maximum impact, parallel 
your flow of words with a flow of 


Avoid the 


ot interrupting 


visuals. attention deterio- 
rating 


march of eye-appeals with excessive 


error youl 
wordage regarding a single visual. To 
keep your visual and oral presenta- 
tions moving in step, allocate brief 
and relatively equal periods to each 
visual. 


to be "in- 
assistant is 


18. Train assistant 
visible": Whether 


amateur or professional, union or non- 


your 


union, experienced or no, getting paid 
or volunteering man to 
handle until you have 
checked him personally. Almost any 
visual aid, except a motion picture, 
can be handled by anybody. That's 
why so 
trapped by their sincere assistants. 


trust no 


your props 


many speakers are booby- 

When you rely on an assistant, re- 
hearse until he can handle his assign- 
ment without calling attention to him 
self. 


19. When through put visuals 
away: This leaves your audience free 
to concentrate its full attention on 
your closing and highly-important re- 
marks. 

Well, there it is! Make it dig 
enough. Place it so it can be seen. 
Show with showmanship. 

By building your visual presenta- 
tion around these three key princi- 
ples, the next time you address a 
sales meeting, they may vote you the 
speaker they like best. 

The End 


One good look will tell you.. 


best buys in sight... 
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SLIDE AND MOVIE SCREENS 


the world's most complete line of screens . . . 
and the standard by which all others are judged. 


J 


Da-Lite Model B* 
New wall and ceiling screen at a budget 
price! Goes up in seconds. White Magic 
glass-beaded fabric, mildew and flame-re- 
Sistant 

30” x 40” — 72” x 96” 

$13.50 — $70.00 


Da-Lite Motor-Roll* 
Electrically operated, complete with auto- 
matic safety stops! Shipped ready to hang, 
plug in and operate. Unrolls and stops 
automatically! 
6’ x 8’ — 12’ x 12’ 
$220.00 — $280.00 


Da-Lite Hilo® 
World's only A-V 
“Push-Button” screen! 
Can be set from 14" to 
18° above floor. White 
Magic fabric, mibdew 
and flame-resistant! 
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$35.25 — $54.00 


For better, brighter slides and movies, 
see Da-Lite—from $4.50 to $690.00, — 


Mail today for free booklet! 
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Perfection in Projection Since 1909 
» Da-Lite Screen Co., Dept. CA.9 


2711-23 N. Pulaski Road 
Chicago 39, Illinois 
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CRAM COURSE for 475 distributors, their 


company sales force was called most unusual in the industry. 


salesmen and 


WIVES WERE INDOCTRINATED with company aims and_ entertained. 


Fashion show was part of wives’ program. Over 100 wives attended sessions. 


Blitz Brews Up a Six-Day Training Session 


Small brewery discovers ingredients to boost sales 25%. 
Sessions include written tests and practice in setting up dis- 
plays. Salesmen score points for prizes topped by trip to 
Hawaii. Wives have special sessions to add to stimulus. 


BY LAMAR NEWKIRK 


[here’s been much more brewing 
than “the light, refreshing beer” at 
newly-bubbling Blitz-Weinhard Com- 
pany, which this year is celebrating 
its 100th anniversary as one of the 
big Pacific Northwest breweries. 
Malty clue to this success story is a 
sales figure 25% over last vear. 

It started with a spectacular sales 
training meeting rivaling a Senate fil- 
buster in length—but there the com- 
parison ends. 

It has been labeled the most un- 
usual sales session in industry history, 
rivaled in sustained six-day interest 
only by 


which 


steadily-rising sales curve 
rather spectacular 
jump immediately following the ini- 
tial inspiration. 

Such 
night. There were months of minute 
ly-detailed preparation, an unstingy 


made a 


things don’t happen over- 
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budget that since has paid dividends, 
and a new spirit that started bubbling 
around the vats almost from the start 
of initial planning at top-executive 
level. 

The event drew 648 people into 
Portland from all points in the Paci- 
fic Northwest: 475 of them distribu- 
tors, their staffers, Blitz district sales- 
men and the company sales crew. The 
rest were wives, who also had the 
indoctrination but not all the hard 
work the sales crew put into its gen- 
uine “cram course” with such enthu- 
siasm. 

With a full summer of results to 
look back on, the Blitz general sales 
manager, R. G. (Ru) Lund, happily 
reports that “results of our sales 
training sessions were very, very posi- 
tive.” 

As a key part of the six-day ses- 


sion, salesmen were expected to learn 
in detail, and then make a full-dress 
formal presentation, how to secure 
specific cooperation from the deale1 
in displays, point-of-sale, shelf posi- 
tion, space improvement, etc, 

Almost to a man the group was 
rocked into serious realization when 
they were shown, on a full-screen, 
the carefully-worked-out presenta- 
tion, given by a supervisor, and told 
they were to learn it and give it be- 
fore their own sales department bud- 
dies the following morning. This was 
to be a serious series of sessions. 

With the first big pill they also 
heard the long list of special incen- 
tives available—if they worked like 
flooded-out beavers. 

At each chair was, among other 
things, a group of full-color folders 
on a luxurious vacation—at company 
expense—to Hawaii. 

Over the public address system 
later came a formal invitation to 
board a Pan American overseas air- 
liner, recorded by a Clipper captain 
especially for this event while flying 
high over the Pacific—actually the 
voice of Bill Marsh, Portland sales 
training expert who worked closely 
in detailing the Blitz course. An at- 
mosphere of hard work, with fun to 
come later, was set. 

But Blitz brass was worried at 
this staze—the program was so com- 
pletely out of pattern for the indus- 
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NIGHT-CLUB FINALE capped six-day conclave. A full-blow stage produc- 


tion—including company talent—was staged on the last day of meeting. 


try and the company that it seemed 

close to impossible to sustain a high 

pitch of hard work for six long days 
and evenings. 

By the close of the formal session 
the first day, Morday, salesmen had 
seen the presentation four times, been 
given a slow-motion background and 
had been checked out on use of Port- 
a-view slide projectors to illustrate 
their sales presentations. Then they 
went to work in small 
really cram tor tomorrow. 


groups to 


Preseritations Good 


The following morning the aver- 
age ‘student’ presentation was very 
good and, as C. P. (Cork) Mobley, 
advertising and sales promotion man- 
ager, says, “Some of them showed 
remarkable skill and smoothness.”’ 

Big test came Thursday when the 
men paired off to make actual test 
presentations to one retailer each. 
They came directly back to the brew- 
ery for interviews with the sales vice- 
president and sales manager, all of 
them in high spirits over initial suc- 
cesses. 

Virtually every man had _ scored 
with a finished presentation and had 
a retailer’s signed pledge of coopera- 
tion. 

“In the first days,” 
enthusiastically, ‘‘we averaged a gain 
of 90% in displays, more than one 
new package placement per call, and 


Lund reports 
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increased shelf space or improved po- 
sition virtually 100% and this has 
held throughout the campaign. 

“We knew then we had a live 
one.” 

All this, of course, was for a select 
direct salesmen. ‘The presen- 
tation also was given to the entire 
general sales meeting that included 
the background of Blitz from history 
to production, and a complete new 
look from labels to truck paint jobs. 
It was the hit of the show. 

The following Monday 
the start of real results. 


group 


brought 
Special re- 
port cards, one for each dealer con- 
tact, started to pour in. An executive 
crew manned phones from 5:30 to 
8 pm nightly to take salesmen’s long- 
distance reports on the first week's 
results. 

Each salesman averaged 12 calls 
a day, almost all of them successful 
in putting Blitz out in front. 

‘The company had to make immedi- 
ate reorders of display and point-of- 
purchase material far 
hopes. 


bevond its 


Displays a Sell-out 


Huge 100-case “centennial” dis- 
plays, about which there had been 
grave doubts because they were far 
larger than the trade normally uses, 
were a sell-out, The “little centen- 
nial” displays of 100 six-pack car- 
tons for grocers and for taverns also 
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TEST PREPARATIONS were made by salesmen with points 
toward trip to Hawaii. Display practice set-ups paid off 


were a sell-out. One tavern in Klam 
ath Falls, Ore., moved out a booth to 
install a 100-case display. 

By the end of the third week Blitz 
officials were assured of absolute dom 
inance in display and point-of-sale in 
terest throughout Oregon, and esti 
mated they were out-displaying all 
leading competitive brands combined. 
Actual sales figures were shooting up 
fast as a consequence. 

Ability of salesmen to ‘“‘sell” new 
displays, and company sales figures 
both maintained a rising curve all 
summer. 


New Look 


Combined with the bright, new 
look in labels, cartons, trucks and uni 
forms, an effective public relations 
program hinged on the 100th anni 
versary, and a high-powered adve1 
tising campaign, sales by the end of 
summer was a good 25% ahead of a 
year ago despite intense competitive 
activity by other brands, 

How was such momentum reached ? 
And how was such a high pitch of 
enthusiasm maintained through six 
tough days of hard-work meetings? 

A look at the schedule, in brief, 
plus a few asides, tells the story: 

In the first place, salesmen, super 
visors and the rest were told from the 
start what the goals were and that the 
sessions would be a tough cran 
course. 

Everyone had to attend ai// sessions 
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How to Focus and Hold 
Audience Attention 


Combine the 


VISUAL <> 


with the 


ORAL 


for better 
communication 


FREE 24 page pictorial booklet No. M22 
HOW TO MAKE A CHART PRESENTATION 
ORAVISUAL CO., INC. 


Box 609 A St. Petersburg 2, Fla. 
(EI BR I 


CINCINNATI’S tarcest 


AND LEADING 
CONVENTION HOTEL 


HOTEL 
HERATON-({ ,;IBSON 


Complete Convention Facilities 


1,000 SLEEPING ROOMS 
90% AIR CONDITIONED 


ALL WITH RADIO 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 


to qualify for prizes and awards. Roll 
call was the first order of business at 
every session. 

Salesmen graded each other on spe- 
cial score cards at Tuesday sales pres- 
entations. Same day another test 
scored the crew on what they had ab- 
sorbed from lectures about the prod- 
uct they sold. And three judges scored 
salesmen and supervisors at an “ob- 
jection clinic’ that developed an- 
swers to every conceivable sales ob- 
jection, 

Another test 
problems 


Wednesday 
and solutions 
graded on an individual 
panel of three judges. 

Each field sales presentation Thurs- 
day was graded on the basis of com- 
pleted calls and completed report 
cards. 

And all week each “student” was 
graded on both participation and atti- 
tude. 


on sales 
was 
basis by a 


also 


Hawaii Vacation 


Accumulated grade points counted 
prizes and 
awards, topped, of course, by the free 
vacation in Hawaii at the end of the 
campaign in October. 


Sesides 


toward a long list of 


company executives from 
down, the 
course included on the 
key Oregon businessmen. There was 
the Oregon director of National Li 
censed Beverage Assn. to tell how to 
build consumers through tavern sales; 


training 
teaching list 


the top sales 


the Oregon ad manager of Safeway’s 
chain to tell how his 
merchandised beer. President 
and the account executive of Cole & 
Weber, Blitz ad 
The Oregon division manager of 
MIB Coftee told how his 
was put into the Head of a 
supervisor of an 
Oregon supermarket chain, and Port 
land’s mayor, with key 
were headliners. 

And windup 
full-blown stage production—includ- 
talent—of the whole 
program with the usual sales pep talk 
and send-off prior to a_night-club 
finale complete with professional en- 
tertainment that evening. 


grocery com- 


pany 
agency, appeared. 
product 
home. 
restaurant group, 


to the city, 


Saturday was a 


ing company 


There was no loafing. 

A typical day’s program, Monday’s 
opening, started at 7:30 am with a 
“bandwagon” breakfast, then a break 
for luncheon at which Pres, Joe 
Rothchild led the brewmaster and his 
assistants into the story of “why Blitz 
is the light refreshing beer.”’ 

There were coffee breaks at 10 am 
and 3:45 pm, but the full afternoon 
swept directly into dinner at 6 PM 


Newly Styled Throughout 


me New Seneral 
Oglethorpe 


The new ownership of this fine 
resort has redecorated the entire 
hotel . . . and two-thirds of all 
guest rooms have been air-con- 
ditioned. Air-conditioned ball- 
rooms and meeting rooms! 18- 
hole golf course on our own 
grounds, giant outdocr pool, 
boating, fishing, tennis, dancing. 
Attractive convention rates. 
Write for color brochure and 
informatien. 


Oglethorpe 


Horel, Golf Club and Cottages 
WILMINGTON ISLAND, SAVANNAH, GEORGIA 


COMING 


43 Ways to 
Excite Interest 
In Your Meeting 
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at a large downtown hotel with fur- 
ther indoctrination on the sales pres- 
entation and a closing gong at 10 pm 
with the warnings that “it’s sack 
time; you’ve a busy day ahead.” 

The full crew by that time was 
willing to believe the “cram’’ warn 
ing, and from then on kept the mo 
mentum humming. 

The entire program was split-sec 
ond timed for the full six days—no 
lapses, no let-downs, no dull mo- 
ments, a dose of pep and new knowl- 
edge that’ll stick, Lund explains. 

Focal point, the salesmen learned, 
was their presentation with new 
color-slide equipment and 25 slides 
that tell the Blitz story. A confiden- 
tial folder for each salesman gives 
him sales ideas and “what to say” 
suggestions for each slide. 

In the meantime, Blitz hasn’t been 
letting down. Publicity and sales pro- 
motion department, for instance, has 
clippings such as a_ top-of-the-page 
story about an Oregon advertising 
club meeting at which the general 
sales manager described the $45,000 
market survey as Blitz’s ‘secret 
weapon” in the campaign. 

Another top story and picture told 
of the finding of old-time branding 


The Dennis 


has recently completed an ex- 


tensive construction program 
resulting in an improved hotel 
entrance and Front Office as 
well as a new coffee shop and 
the FJORD ROOM — Atlantic 
City’s smartest cocktail bar. 
Dancing and entertainment 
nightly. 


We also offer 


.s 10 modern’ meeting 
rooms for 10 to 400 persons 
. Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 
. . - 500 immaculate, beauti- 
fully appointed guest rooms, 
many with ocean view. Singles 


from $8; doubles from $11 


Fer additional information write 
Jehn E. Leishman, Director ef Sele: 


Boardwalk at Michigan Avenue 
ATLANTIC CITY 


+elll 
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irons, used to identify Blitz kegs, by 
a Portland family in a backyard ex- 
cavation—an incident not counted on 
but certainly not allowed to stay hid- 
den. Other relics started to pour in. 

Original 100-year-old brewing vat, 
with ’56 brew in it, also made head- 
lines when newspaper editors were in- 
trigued by it at the kick-off sales 
meeting. 

Blitz representatives have been 
speakers at scores of club and organi- 
zation meetings since the kick-off, A 
100-year-old company in this newest 
part of the U. S. isn’t an everyday 


occasion, and the story has been made 
intriguing. 

But the crux, and intriguing part, 
of the whole story is that sales con- 
tinue to rise. Blitz is moving into a 
more prominent spot among its com 
petitors. It has successfully attempted 
something new at the small brewery 
level—and six months after the week- 
long shot in the arm for its sales staff, 
those men still are at full steam and 
there’s no sign of a letup. 

As Lund says, “If we ever have to 
do it again, we now know what the 
successful formula is.” The End 


HOTEL 
AND 
COUNTRY 
CLUB 


more [3 cs arene oot") for vor meeting 


than anywhere else in the Miami Beach area! 


CHOICE AVANABLE DATES ARE LIMITED 


WRITE NOW FOR FULL DETAILS our FREE Group-Meeting Brochure shows you 

in full color this 17-acre oceanside resort estate and private 18-hole golf course... 
includes blue prints of the meeting rooms (all sizes) and describes the equipment and 
facilities that will be YOURS for your meeting! 


JOHN W. TYLER 


manager gen'l sales mgr 


Chicago Office—SU 7-1563 612 N. Michigan Ave, Rm. 202 


JOHN F. MONAHAN, 


New York Office—MU 8-6667, TWX }-3722 502 Park Ave., Suite 410 


FOR YOUR CONVENTION 
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x Come to Conrouade —— 


THE WEST'S GREATEST CONVENTION RESORT 


——— 


All convention activities under one roof 
with plenty to do for relaxation. Swim 
in pool or sea; dancing, goll, tennis 


exciting old Mexico only +s hour 
away, featuring Jai Alai and racing 


Club, Golf and Tenants Facilities 
© Deep-sea Fishing 


We'll help you make your next convention the best yet! 


H. B. KLINGENSMITh 
Managing Director 


GETHIN D. WILLIAMS 
Convention Mgr. 
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WHEN 


CONVENTIONS 


COME 
MARCHING 
OUR 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
..» for groups of 20 to 400 
persons Staline the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
. . . superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
. .. 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


. . . guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
William R. Ebersol, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


When conferences must be lead by people 


untrained in group dynamics, consider... 


Guided Conference: 
Good Substitute for 
Skilled Leadership 


BY ROBERT E. TAYLOR* 


There is a widespread agreement 
today that to effectively communi- 
cate and win acceptance of ideas in a 
meeting there should be an opportu- 
nity for active participation by all 
present. Old approach of talking at a 
passively listening group is seldom 
if ever used these days as a training 
method in more enlightened com- 
panies. 

A great many ways to get group 
participation have been devised. 
There’s role playing, practice presen- 
tations, analysis of case materials, 
quiz sessions, panel discussions, etc. 
Now, a brand new approach shows 
great promise of meeting the needs of 
many companies for a low cost sales 
training method that provides for 
group participation. It is the guided 
conference. 

This technique utilizes proven 
principles of the conference method 
which has proven very popular at 
executive, managerial and supervisory 
levels. But the guided conference is 
quite different from the pure confer- 
ence method of running a meeting. 
The conference method, as it is popu- 
larly used, involves throwing a prob- 
lem out for discussion in a genuine 
search for a solution which the group 
can agree upon. A trained meeting 
leader keeps probing the group for 
fresh or useful ideas and sees to it 
that the talk stays on the track as 
much as possible. In essence, the ob- 
jective is to get worth-while contri- 
butions from the group as a means 
of solving a particular problem or 
agreeing on a course of action. 

The guided conference differs from 
this method in that the conference 
leader already has the answers to the 
problem. Discussion is simply to guide 
the group’s thinking so that it will 


*Training Consultant, New York City 


come up with the same answers that 
the meeting leader has in front of him 
on paper. Objective is to win accept- 
ance for these ideas by focussing 
everyone’s attention on them. By re- 
lating them to each _ individual’s 
frame of reference or experience, it 
brings out into the open any negative 
or contrary ideas that might other- 
wise stand in the way of wholeheart- 
ed acceptance of what is being pro- 
mulgated. 

Some individuals may wonder if 
the pure conference method isn’t just 
as useful for training sessions—or 
even more effective, since it is more 
democratic, permits freer range of 
thinking and can stimulate the pro- 
duction of fresh ideas which may be 
better than the ones approved by man- 
agement. 

Fact is, the pure conference method 
has several drawbacks as a training 
device. 

In a real conference meeting where 
a problem is thrown on the table for 
open discussion, the meeting often has 
a tendency to degenerate into a gab 
session as some participants explore 
side-issues barely relevant to the prob- 
lem. Much time can be wasted in 
this way. Most sales meetings, how- 
ever, have to end at a fixed time, so 
it is usually necessary to cover a 
measured piece of ground in the time 
allotted. Verbal meanderings and ab- 
stract explorations in a search for 
solutions may throw the timetable out 
of adjustment. It may lead to the 
meeting’s coming to its scheduled end 
without any definite conclusions or 
agreement by the group. 

This drawback, it could be argued, 
is not a serious factor when the meet- 
ing is conducted by a skilled meeting 
leader. But the requirement of a 
skilled meeting leader is in itself a 
drawback for sales training purposes, 
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CONVENTION 


FACILITIES 


] 
W HETHER you are thinking in terms of six banquet rooms, and the Crystal Ballroom 
a small regional meeting or a national conven- alone has a banquet capacity of 800. 
tion involving thousands of people, you'll find 
that the Brown and Kentucky Hotels have the 


necessary capacity and experience. 


If your convention needs are greater than 
either hotel can meet, singly, both hotels are 
’ at your service, offering unmatched,. one-man- 
ate oe P fan . / . : Ries! 
Let consider banquet facilitie At the agement convention facilities. 
recently enlarged Kentucky Hotel, there are 
nine meeting rooms convenient to our kitchens Before you plan your next convention get 

. up to 1100 people can be served in the Flag the facts on these two great convention hotels. 
Room alone! At the stately Brown, there are Use the coupon. 
=| 
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The Brown Hotel 
Louisville, Kentucky 
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Dramatized Sales Presentations 
Anniversary Productions 
Concert Attractions 
Variety Shows 
Orchestras 


HOWARD LANIN 
MANAGEMENT, INC. 


NEW YORK PHILADELPHIA 
113 West 57th St. 101! Suburban 
Sta. Bidg. 


because if the meetings are to be held 
in the field by a company’s salesmen, 


managers, or wholesalers, use of the | 


open-discussion conference technique 
would necessitate thorough training 
of these men as. meeting leaders— 
and, in most companies, many of 
them could never become good meet- 
ing leaders no matter how much 
training they received. What is more, 
many of these men just won’t take 
the time out from a busy schedule to 
prepare for and plan a conference 
meeting, and without planning a free- 


discussion conference can degenerate | 


into a bedlam of confusion—might 
put the company in the position of 
defending its policies and procedures. 
Another important factor is that 
management often does not want to 
explore a subject, it simply wants a 
good medium for communicating its 
own ideas. 

In contrast to the open conference 
method a guided conference is easily 
run by following a leader’s guide that 
clearly spells out every step of the 
meeting, including what question 
should be thrown out for discussion, 
what points the group should agree 
on, when to use props furnished to 
emphasize a particular point, what to 
write on the blackboard, etc. In short, 
every step of the meeting is blueprint- 
ed and packaged so that even un- 
trained leaders will end the meeting 
on schedule with the group in agree- 
ment on essential points management 
wishes to convey. In addition to these 
desirable characteristics, the guided 
conference technique is a low-cost 
training method since all that is re- 
quired is a mimeographed or multi- 
graphed meeting leader’s guide and a 
few inexpensive props. 

Advantages of the guided confer- 
ence technique of sales training just 
outlined explain why it is rapidly 
growing in favor for sales training in 
the field by manufacturers’ salesmen, 
by wholesalers and by dealers. It sup- 
plies all the satisfactions of participa- 
tion for the group but eliminates dan- 
ger of lost control and wasted time. 
It focusses the discussion on questions 
of predetermined importance and 
guides it toward approved answers. 

Guided conference method of train- 
ing has been put to use by U. S. Steel 
Corp. for meetings with its own sales- 
men, by New Holland Machine Co. 
for meetings with dealers, by De Soto 
Division, Chrysler Corp., for dealer- 
held meetings of salesmen, by The 
Texas Co. for dealer meetings run 
by its salesmen, and by many other 
companies that find the guided con- 
ference technique makes sales train- 
ing sessions more enjoyable and more 
resultful for all concerned: 

The End 
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STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, counted them—only 58 st from 
seth St. entrance to your exhibit at 
the Coliseum. 

Make your headquarters here at the 
Henry Hudson Hotel and save time, 
money and energy. 


Ooms 1200 Baths 
le $5 to $8 Double $9 to $15 
You'll enjoy The Voyager, our new dining 
and supper club. Dancing to name bands. 
You'll relax in our modera ail lounge 
—The Chartroom. 
© Cafeteria ¢ Banquet and M Rooms 
© Ample Parking—2 Cocktail _— 
Swimming Pool, Gymnasium end n 
Decks Complimentary to Guests. 


ALBERT F. KOENIG—Gen. Mor. 
Frank W. Berkman, Director of Sales 
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353 W. 57th St., New York 19, N. Y. 


Washington's 
Largest Downtown Ballroom 
is now re-opened! 


In addition to Washington’s most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar facilities have 
been modernized and expanded. New 
adjacent garage facilities are available 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention informations 


Richard H. Nash 
General Manager 


Teletype WA-732 
Telephone 


NAtional 8-4420 
AN ABBELL HOTEL 


The 
CUILLARD 
Washington Dc. — 
14th Street and Pennsylvania Avenue, N. W. 
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Before your wife accepts an invita- 


tion to head an entertainment com- 


mittee for the women's program at 


your next convention, be sure she 


knows... 


it's Real Work to Plan Women's Activities 


Cross husbands . . . broken friend- 
ships . . . complete frustration. Many 
wives unhappily have found these the 
results of taking over the general 
chairmanship of the wives’ entertain- 
ment at a convention. 

And yet, entertaining wives has 
become a necessary part of convention 
planning. For meeting planners have 
learned that when the wife is wel- 
comed with a special program to keep 
her occupied while her husband works 
at the convention, attendance at the 
convention increases. 

However, this kind of planning 
can be a real pleasure or a tiresome 
burden. It is a burden if the direction 
of the program is not made clear to 
the many wives who usually head the 
entertaining committee. This is par- 
ticularly true if the woman appointed 
as the general chairman is not given, 
or cannot decide for herself, exactly 
what is expected of her — where her 
responsibilities begin and where they 
end. 

Generally speaking, a‘ member of 
an association is given the problem 
of entertaining the wives. He acts as 
the liaison between the local group 
and association headquarters. Given 
a list of members’ wives in his area, 
he is then faced with choosing a gen- 
eral chairman. 


Difficult Choice 


Any man faced with a list of wives 
will have difficulty in choosing the 
right woman to head the wives’ enter- 
tainment. Before making a choice, it 
is wise—indeed, almost imperative— 
that he learn something about each 
woman on the list. A very unwise 
course is to start telephoning until he 
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finds someone who, willy-nilly, will 
agree to take over the chore. 

Step number one is to write to each 
woman to request information on her 
club or business background, unless, 
of course, he already knows a very 
capable woman who is available. 
Office holders of clubs or group work- 
ers among wives are particularly 
valuable. If the male member of the 
association finds any woman listed as 
former president of one of the large 
women’s organizations, Business & 
Professional Women, Federation of 
Women’s Clubs, League of Women 
Voters, etc., his worries are over. Also 
in each town, there are local active 
clubs that train women in clear think- 
ing and organization procedures. 


Successful Program 


One of the most successful wives’ 
entertainmnent programs held by the 
American Dental Assn. was the na- 
tional convention in San Francisco— 
over 12,000 attended. 

Asked to take over the general 
chairmanship was Mrs. R. O. Schraft, 
an attractive, capable woman who had 
successfully steered the wives’ enter- 
tainment program during California 
Dental Assn. meetings. Mrs. Schraft 
requested a few days to think about it. 

The rule of thumb that proclaims 
that if something needs to be done, 
ask the busy person, does not always 
work, says Mrs. Schraft. Any really 
active person knows there is a limit 
to the amount of responsibility that 
can be assumed. And, any woman 
taking over the wives’ entertainment 
for a three-day program must be pre- 
pared to have no interfering activities, 
particularly during the days of the 
convention. 


After accepting the appointment, 
Mrs. Schraft reviewed what areas of 
responsibility she would assume. 
Omitting details, this approximaated 
the following: 

1. Choosing main events. 

2. Appointment and work with 
committee heads. 

3. Correspondence: to committee 
heads, announcements to national 
headquarters, announcement in ADA 
Journal, to women’s auxiliaries’ presi- 
dents, miscellaneous, thank-you notes 
following convention. 

4. Payment of incidentals and 
necessary immediate bills (about 
$500) to be reimbursed by the asso- 
ciation later. 

5. Choosing women to be given 
complimentary attention. 

6. Arranging necessary corsage 
gifts. 

7. Reports to local association ex- 
ecutive and coordination with men’s 
events. 

8. Maintaining a suite at princi- 
pal hotel during convention. 

9. Being on hand at beginning of 
each women’s event. 

10. Keeping accurate budget ac- 
count—copies to be sent to local asso- 
ciation and national headquarters in 


Chicago. 
Main Events 


Mrs. Schraft highly recommends 
that the general chairman choose the 
main events for the women by her- 
self. This eliminates any friction 
that might arise when committee 
members who have been asked for 
suggestions for these events see them 
eliminated at a meeting of the com- 
mittee. Any new chairman faced with 
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Big... Beautiful... Fully Equipped 
The Now Thunderbird Room 


In the beautiful Westward Ho... a brand new convention 
auditorium seating 1,500 (1,000 at banquets). Complete, 
modern sound system, projection room...a trained conven- 
tion staff. 12 other meeting rooms (capacity 20 to 500). 


500 air-conditioned rooms and patio suites 
The famous Concho Room for dining and 


dancing 


Desert resort atmosphere, downtown location 


Coffee shop, cocktail lounge 
Palm-fringed swimming pool 
Year ‘round comfort 


JOHN B. MILLS 
President 


ALLEN MATTHEWS 
Manager 


PHOENIX, ARIZONA 
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meetings at 
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Grand Canyon we < 


is most enjoyable in Spring, Fall and 


draw top attendance 


Fred Harvey Hotels El Tovar 
and Bright Angel Lodge on 
the brink of the South Rim 


Arizona 


are available for conferences up to 


= P 300 between October 1 and April 30 


(except Easter week)—just when city 
hotels are crowded. Meetings are 
always well attended — everybody 
wants to see the greatest of the world’s 
seven wonders. Meeting Rooms, 
Banquet Facilities. Moderate rates. 
Conducted Motor Sightseeing Drives, 
Muleback Trail Trips and Indian 
Dances provide fascinating outdoor 
activities all year.—Santa Fe Railroad 
direct to hotels, Frontier Airlines.— 
Write to Manager W. D. Rouzer. 


Winter—a fine side trip for conventioners 


traveling West or returning East. 


~ ARIZONA MANOR > 


Hotel and Bungalow Apartments 


Located in the heart of the multi-million dollar resort 


@rea only a few minutes from downtown Phoenix, 
clusive shops, theaters, and smart supper clubs. 


PHOENIX, ARIZONA 


ex- 


PHONE: 40 
TELETYPE: GRAND CANYON ARIZ. 3661 


HERE you will find everything that you 
might require for a most pleasant. and 
memorable vacation spot, perfectly suited 
for conventions and sales meetings. 


Every room is luxurious, Each room has 
telephone, all-tile bath and shower, and 
80% of the rooms have bars and all- 
electric kitchen equipment, The MANOR 
is well noted for its excellent food, cock- 
tails and entertainment. 


Guest rooms to accommodate 200 per- 
sons. Dining Room, Cocktail Lounge, 
Sparkling heated Pool, Meeting Room and 
Banquet Hall for the accommodation of 
200 people. 


Rates available on European, modified 
American or American Plan. 


For further information write or phone 
Jack Kogen, Managing Director, East 
Camelback Road at 24th Street, 
Phoenix, Arizona. AMherst 6-2431 


choosing the main events can get help 
either from the previous chairman or 
can consult the general chairman of 
some other organization (if she has 
no idea how to make this choice). 


Committee Heads 


After choosing the main events, 
Mrs. Schraft appointed her commit- 
tee heads. These women were each 
asked to take charge of separate events 
and.to appoint their own committees. 
After first telephoning and getting an 
acceptance, Mrs. Schraft wrote a 
letter to each woman. Carbons of 
these letters started the chronological 
file which helped Mrs. Schraft later 
in watching the progress of the pro- 
gram. 

Besides the women who were ap- 
pointed to head the main events, Mrs. 
Schraft also appointed women to head 
a ticket committee and a hostess com- 
mittee. 

Although she met with the commit- 
tee heads personally, at no time did 
Mrs. Schraft have the steering com- 
mittee meet at one sitting. It is not 
necessary, she says, for such a meet- 
ing. It takes up time of women who 
must listen to reports of committees 
that have no bearing on their own 
activities beyond dealing with the 
same convention. 

At no time did Mrs. Schraft or her 
committee make any effort to find an 
industry that would underwrite the 
costs of the wives’ program. 

Policy of ADA discourages this 
practice. Except for the costs of the 
fashion show which ADA paid, price 
of tickets to each event covered the 
women’s program expenses. The com- 
mittee did make use of some beauti- 
fully tinted, hand-blocked menu cov- 
ers offered for the luncheon-fashion 
show by Japanese Airlines. These 
were printed with the menu and 
fashion-show credits. Printing costs 


were borne by ADA. 
Year in Advance 


Working a year in advance, Mrs. 
Schraft and her main events commit- 
tee heads arranged dates and time 
with local business firms with whom 
they planned to work. These were 
hotels, department stores, charter- 
buses, an orchestra, a master-of-cere- 
monies (for the fashion show), flor- 
ists, and a local women’s club that in 
order to raise funds would arrange 
with its members to have open-house 
for the house-tour planned by the 
committee. 

By attending to these details early, 
the actual program began to take 
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form as time, dates, places and prices 
were finalized. Mrs. Schraft was 
then able to draft the first form of 
the program which she mailed to 
auxiliary presidents and dentists who 
were making advance reservations. A 
covering letter to the ADA women’s 
auxiliary presidents to pass on to their 
members told how checks were to be 
made payable (American Dental 
Assn.), where they should be sent, 
encouraged early reservations because 
of limits to ticket availability, and 
encouraged the women to read ADA 
Journal for August in which public- 
ity for women’s activities at the con- 
vention would appear. 


Plenty of Time 


In planning the program, Mrs. 
Schraft was careful to see that all 
women’s activities ended in plenty of 
time so the wives could return to their 
hotels to dress and rest before the 
men’s programming (that included 
wives) began. 

First night of the convention, men 
had special fraternal meetings. Be- 
cause many women would be left 
alone, two suggestions were included 
on the women’s program. One was 
that San Francisco shops would be 
open until 9:30 pm that evening, and 
the other, that tickets for Cinerama, 
playing at that time, should be made 
in advance. The theater put aside a 
section of tickets so the women would 
be seated near one another. 

First program mailed to auxiliary 
presidents also included advice on 
what to wear for both men and 
women so the wives would know 
what to pack. Final program told as 
much as possible about each event so 
women would know what to expect. 
For tours, time was set 15 minutes 
early to take care of stragglers. 

Ticket-committee chairman must 
be a woman with an eye for details 
and a slight knowledge of bookkeep- 
ing. For her committee she assigns 
women to work on separate events. 
She also takes care of having tickets 
printed. It is very useful to have 
date, time, meeting place, price and 
event printed on each ticket. 

ADA ticket-committee chairman 
turned over all collected monies to the 
ADA bookkeeping department. Book- 
keepers then paid all bills with ADA 
checks. 


Store Tours 


Hostess-committee chairman ap- 
pointed hostesses to accompany store- 
tour groups, house tours, and be on 
hand in the hospitality room that was 
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CONVENTIO 


Pian now to hold your group meeting, large 
or small, in this colorful center of the nation's 
fastest growing, most exciting market, There's 
Everything Under the Sun to do and see plus 
year around comfort in the most completely 
air conditioned city in America. 


ACCOMODATIONS. Ultra-modern hotels 
and motor hotels, world-famous resorts and 
inns. Meeting and dining rooms seating 50 to 
1500 persons. Off-season rates (after April | 
and before January |) are attractively lower 
than mid-season rates. 


TRANSPORTATION. Major and regional air- 
lines. Southern Pacific (Rock Island) and Santa 
Fe railroads. All-weather highways from all 
directions. 


THINGS TO DO AND SEE. The Valley of The 
Sun is the Southwest's scenic center. Grand 
Canyon, Indian Country, Old Mexico; more 
National Monuments than any other state. 

Smart shops offer Arizona-originated styles 
and accessories; fine restaurants and gay night 
spots. 


The Phoenix Chamber of Commerce Conven- 
tion Bureau cordially invites your inquiries 
about group-meeting facilities. 


One of the world’s Great Vacation Resorts 


Sn PHOENIX, ARIZONA 
aS) : 


GOLF AT ADJOINING PARADISE VALLEY CLUB 
NEW CONVENTION ROOM FOR GROUPS 
A few of the organizations that have met at 
Camelback recently: 
A.B. Dick & Company Ethicon Company Nat'l Ass'n Retail Grocers 


Gen. Petroleum Co. Simpson Logging Co. Western Governors’ Conf. 
Gen. Motors Executives Pacific Fire Underwriters Superior Coach Corp. 


Designed for 
Business with 
Pleasure 


SCOTTSDALE, ARIZONA 
(10 miles from Phoenix) 


Luxurious accommodations for 
small groups. Guest rooms for 90 
people. Dining room and cock- 
tail lounge for 150. Private 2800’ 
landing strip for planes. 


Our courteous and solicitous 
staff plans everything for the ef- 
fectiveness of your business 
meeting and the pleasure of your 
visit. 

Recreational facilities include 
a heated swimming pool, our own 
stables, golf at Paradise Valley 
Golf Club nearby. 


Group rates are moderate. 


Royal W. Treadway 
President & General Manager 


maintained all during the convention. 
Two women from ADA also assisted 
the women whose homes were being 
inspected. Mrs. Schraft acted as head- 
hostess on the day of the fashion show. 
She sat at the head table, made the 
opening remarks of greeting, intro- 
duced women who had been selected 
to honor the occasion, and _ finally 
turned the festivities over to the 
master-of-ceremonies of the fashion 
show. 


Endless Notes 


“General-chairman of the wives’ 
entertainment must keep endless notes 
so details won't be overlooked,” says 
Mrs. Schraft. “She must also be able 
to make split-moment decisions.” Any 
woman who cannot make up her mind 
in a hurry should avoid accepting the 
responsibility of the wives’ entertain- 
ment. 

General-chairman must be prepared 
also to have her phone ring constantly, 
particularly during the days of the 
convention. Husband and children 
will often need to prepare their own 
meals and housework will get the 
scantiest attention. Her reward comes 
with knowing that she has done a 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, sticks on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 
IMPRINTED 

1000 lots ... less 6c each 

3 inch Circle, Square 

or Triangle. 10 day 

service. Send copy. 

Guaranteed. 


KEN MORRISON 


DATE and PLACE 
MEETING 


FREE SAMPLES—Clad to send them 
Order trom Frank D. Jackson, 
JACK-BILT, 906 Central St., Phone Vi 2-5068 
Kansas City, Mo. 
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ARIZONA’S 
COUNTRY CLUB RESORT 
INVITES 
GROUP MEETINGS 


Accommodations for 140 guests in a 

secluded club-like atmosphere only 15 

miles to Phoenix. 70 acres of lawns and 

flowers. Magnificent golf course and other 

sports. 3740’ Paved Airstrip. Superb 

food and well-trained service. Variety 
of meeting and conference rooms. 


Season: NOVEMBER to MAY 
THE 


WIGWAM 


LITCHFIELD PARK 
ARIZONA 
READE WHITWELL «+ Mor. 
in Chicago Call: MOhawk 4-5100 


good job, particularly when she re 
ceives congratulations on her work. 


Qualified Woman 


Difficulty in this do-it-yourselt 
project for local association members 
depends on getting the qualified 
woman as general-chairman. It is not 
easy to find a Mrs. Schraft who is 
available and willing to handle the 
responsibility. In any case, wives’ 
entertainment usually resolves itself 
into a one-time show and the next 
convention requires the whole thing 
to be repeated with another woman 
to whom the whole procedure is a 
matter of trial-and-error. 

For a modest fee, convention 
planners, in charge of the wives’ en 
tertainment at conventions held in 
San Francisco can get the services of 
professionals to guide and advise the 
general-chairman or to act as general 
chairman during a convention. This 
service is available at Wives Program 
Service. Main event suggestions, 
check lists, form letters, press releases 
budget planning, transportation, etc., 
are available from this service. A few 
similar services exist in other cities. 


Latest Information 


Into Wives Program Service office 
comes all the latest information re 
garding shows, tours, speakers and 
special events available in San Fran- 
cisco for conventions. Whenever pos 
sible, civic activities are made a part 
of the wives’ entertainment. It ‘is the 
policy of this service to avoid any 
activity that smacks of education, 
such as a tour of a box factory. Learn 
ing lectures are confined to such 
things as the latest dance steps, flower 
arrangements or how to pose for snap 
shots. Credit lines are given scrupu 
lous attention, particularly where a 
sponsoring industry pays for any part 
of the entertainment. 


Worth the Fee 


Getting rid of the headaches and 
confusion attendant to the wives’ en 
tertainment meeting planners often 
find it well worth the fee charged. In 
many cases, Wives Program Service 
is able to save money for associations 
through block-ticket purchases. 

Manager of Wives Program Serv- 
ice is Mrs. Julia Trent, author of 
“What You Should Do about Wives 
at Conventions” (SaLEs MEETINGS, 
July 1, 1954). The End 
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EVERYONE COULD WIN big prizes—from pens to new Ford. Dealers 


Tupperware dealers. Caterer used teletype machine to speed service. had chance to choose lucky gold coins from seven treasure chests. 


“Wish” Theme Paces Razzle-Dazzle Meeting 


Tupperware excites women dealers to wish for big things —stanted!”” seven women had their 
wildest wishes turned into reality. 


and proves they can come true by granting seven of them. Wish winners were selected on the 
basis of novelty, worthiness of the 
wish and picture possibilities for in- 

ternal and external publicity. 
Tupperware Home Parties, Inc., is Fla., which accounted for an expendi Opal Scott, 29-year-old “‘Tupper- 
standing pat on its formula for razzle- ture of $250,000 (dealers paid their ware dealer from Rome, Ga., looked 
dazzle sales meetings (SALES MEET- own transportation, meals and hotel up with wonder in her eyes, then 
INGS, July 1, 1955, p. 34) but con- bills) came up with a “wishing” burst into gasps of joy and tears as a 
tinues to add embellishments. theme. lovely 16-year-old girl, clad as a 
Its recent conclave in Orlando, With the preface, “Your wish is “wishing fairy,” touched her with a 


ii 
FIREWORKS DISPLAY preceded announcement of wish contest winner. LUCKY WINNER, Doris Stewart, Moline, IIl., doesn't know whether to 
Name was spelled out in lights as a “fairy” granted wish. laugh or cry when her name goes up in lights and the fairy appears. 


- 
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ADD PERSONALIZED PUNCH 
TO YOUR SALES PROMOTION 


Advertise with 


AaveTlES 


Fires-up soles and dealer programs, 
conventions! for Executives, Salesmen, 


Dealers Valued as business gifts! 


ALLIS CHALMERS 


“Adver TIES" WILL BE SPECIALLY MADE te 
faithfully reproduce your Trade Mark, Slogan, or 
your Product Many progressive-minded con- 
cerrs, National and International, are regular 
users of ‘‘Adver TIES". 


This high-grade neckwear is de- 
signed to your specific needs on 
Regular or Bow Ties—styled with 
‘dignity’ or with the ‘unusual’ 
touch HAND MADE of high- 
est quality to give ‘zest’ to your 
sales program, convention, new 
product, or any special event. . 


Write TODAY for details. Fur- 
nish ad samples and give esti- 
mated quantity. 


AMERICAN 


NECKWEAR MFG. CO. 


Dept. MS 


320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


IMAGINATION ... 


is the “seasoning” that makes 
a sales meeting as superior to 
run-of-mill meetings as Beef 
Stroganoff is to Mulligan Stew. 
Imagination must permeate 
every ingredient . . . staging, 
sound, lights and action, coffee 
breaks and banquets. Floats 
Inc. imagination has "seasoned" 
many successful West Coast 
meetings . . . and can do the 
same for yours. Write for com- 
plete information today. 


FLOATS, /nc. 


2107 Chico Avenue, El Monte, Calif. 
700 Montgomery St., San Francisco, Calif. 
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wand and led her to the platform in 
the Garden Pavilion at Tupperware’s 
headquarters. 

Opal’s wish, for a new Sunday 
School room and nursery for her 
church, was what she had called fan- 
tastic, the kind that just couldn’t 
happen. 

That was the kind that Brownie 
Wise, Tupperware’s vivacious and 
imaginative vice-president and gen- 
eral manager, was looking for when 
two months earlier she had sent out 
letters to her 20,000 dealers begin- 
ning, “If there were dreams to sell, 
what would you buy?” 

It was all a part of preparations 
for perhaps the most unusual sales 
convention ever held—and that’s say- 
ing something when you consider that 
Tupperware goes in for unusual sales 
conventions. It was Tupperware who 
two years ago had its people digging 
prizes from the Florida sand in a 
gold rush type convention, and who 
last year auctioned appliances and a 
Mink stole in a country style auction 
with millions in auction bucks bid 
by the dealers. 

At this year’s Jubilee, the most out- 
of-this-world thing yet, the wish of 
Opal Scott was just one granted by 
the “good fairy” during the four-day 
gathering. Another dealer saw her 
name go up in lights at the end of a 
fireworks display and felt the touch 
of the fairy as she stepped suddenly 
from the shadows of the darkened 
front lawn of the national headquar- 
ters building and announced that the 
woman had had her wish granted to 
take her family by air to Disneyland. 


Motor Boat 


Another wish granted when a 
dealer’s name suddenly popped up on 
a sign in a lagoon outside the meet- 
ing pavilion declared that that dealer 
would get her wish—an inboard mo- 
tor boat for her husband. No sooner 
had the sign and the ever-smiling 
fairy appeared, than from the oppo- 
site direction swooped the actual, 
sleek Correct Craft motor boat itself. 

So went the third annual Tupper- 
ware Homecoming Jubilee of the 
imaginative Tupperware organiza- 
tion, keeping those in attendance in 
such suspense they wouldn’t miss a 
single minute of a single session for 
anything. 

There were other highlights, of 
course. Rudy Vallee, durable crooner, 
sang and joked for the ladies, and 
H. V. Kaltenborn gave a hard-fisted 
talk, to show them their importance 
in American economic power for 
peace in the world. 

And as if that weren’t enough, the 


. 


H. V. KALTENBORN joins Tupperware's v-p, 
Brownie Wise, after speech on U. S. power. 


big ‘Treasurama Day got under way 
on the second day. ‘Trumpets and 
drums of costumed heralds and pages 
lured the ladies into the queenly court 
circle of bazaar-like booths where 
stood arrayed in splendor a series of 
treasure chests and glittering shelves 
of prizes—from fountain pens to a 
new Ford. 

The prize-giving was started off 
by the weighing of two queens of 
Tupperware, seated in one side of a 
giant balance scale while into the 
other side the faithful page : boys 
poured box after box of beautiful 
pastel colored Tupperware. When at 
length the queens’ thrones had been 
raised by the weight of the Tupper- 
ware, they were given the merchan- 
dise to take home and sell at their 
parties—extra profit for them. It was 
an extra incentive for those in the 
watching crowd to work harder next 
year so that they might win a com- 
parable award, though they knew that 
by next year the regal theme would 
be completely out and something 
much more fantastic would replace 
it. 
After the hubub of the Treasur- 
ama subsided, dealers set to work in 
lecture classes to brush up on their 
sales demonstrations, learn about new 
products and be inspired by top cali- 
bre speakers. 

A four-star program included 
Charles B. Roth, author of 17 books 
on selling; Glenn Fouche, vice-presi- 
dent, Parade Publications, former 
president, Stayform Corp., and past 
president, National Association of Di- 
rect Selling Companies; Thaddeus 
Hoinko, managing editor, Salesman’s 
Opportunity ; and William Waldeck, 
sales consultant and teacher of per- 
sonal dynamics. 

Tupperware made sure the con- 
ventioneers were there plenty early, 
serving breakfast on the grounds at 
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7:30 AM. Music from a local high 
school band helped to wake them up. 
All meals were served in the same 
football-field-size food tent, set up on 
the ample grounds of the national 
headquarters located 14 miles south 
of Orlando on a 1,000 acre tract. 

Training sessions went on until 
9:00 pm with half-hour coffee, orange 
juice and Coke breaks (all free) at 
10:00 and 3:00. 

The affair was said to be the largest 
catering job of four-days duration 
ever handled by Morrison’s, restau- 
rant chain in the South. The caterer 
even had a teletype machine installed 
in its food preparation tent adjacent 
to the huge dining tent. 

Dealers were commuted to the 
Jubilee grounds by special buses daily 
from Orlando hotels. One group of 
65 flew from the West Coast aboard 
a chartered DC-4. 


Keep ‘Em Guessing 


The wish-granting idea was an- 
other in the series of “impossible” 
ideas which came off the big, oblong, 
lime-oak table in the office of the 
wily, brown-eyed vice-president, Mrs. 
Wise, who makes a habit of keeping 
her people guessing so they'll always 
come back for more. 

“Basically,” she says, “it was to 
dramatize for them the fact that they 
should dare to dream and dream 
high.” 

“Everything begins with a wish,” 
she declared in her graduation night 
talk that climaxed the rapidly-moving 
four days. “Be careful what you wish 
for. It can come true, as you have 
seen here. Many other wishes you 
have made will come true because 
you can make them come true.” 

The crowd went away in exactly 
the mood which Brownie had hoped 
they would — thoughtful, open- 
minded, imaginative, ready to believe 
in fairies if need be, to help make 
their own wishes come true. 

But they had more than inspiration 
and determination. To put it to work 
they had notebooks packed with sales 
procedures, specific sales points and 
examples of top dealers and managers 
to follow. 

The seminar faculty of experts on 
selling and personal dynamics had 
given them equipment to increase 
their sales and profits. 

And lest any should doubt and 
think the whole week had been a 
dream, there ona platform outside 
the graduation hall stood the fairy, 
smiling and sprinkling everyone with 
“stardust.” 

The End 
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Nassau Sle! 


You'll GET MORE DONE on your conventions and sales meetings 
in Nassau... because you HAVE MORE FUN and relaxation 
during the hours in-between! Every sport under the sun... 
shopping and sightseeing for the whole family! Nassau is near, 
by plane and ship . . . and no passports are needed for American 
and Canadian citizens! 


For Complete Information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 

MIAMI: 1633-34 duPont Bidg. NEW YORK: 308 British Empire Bidg. 

CHICAGO: 1210 Palmolive Bldg. DALLAS: 2120 Adolphus Tower 
TORONTO: 407 Victory Bidg. 


you'll P-U-R-R 


like a kitten! 


sos 


ANONY ‘eat 


PURR-sonalized service 


Vv Expert Convention Staff ON THE SPOT aiding 
you constantly. 


V 100% air-conditioned — 214 beautifully appointed 
rooms, many with ocean terraces — air-conditioned 
public space for groups of 25 to 500. 


World-famous Saxony Services — planned activities of 
our Social Staff for duration of your stay. 


V Finest Food in Miami Beach — created by Grand Prix 
award winner Chef Charles Rosa — dancing in the 
Pagoda Room and the late 
Tropical Room, distinguished 
dining in the Veranda Room, 
gayety of Ye Noshery. 
Everything you desire — all 
in one magnificent area of 
luxury and delight. 
For details, rates and color brochures: 


write or call Sales Manager 


ON THE OCEAN, 32nd TO 33rd STS. 


MIAMI BEACH, FLORIDA 


Western Hotels are your number 
one choice for conventions, sales 
meetings, any group gathering—in 
any of 18 cities of the seven western 


states, Canada and Hawaii. 


From Vancouver, B. C. to Palm 
Springs, from Denver to Hono- 
lulu, Western Hotels are noted 
for their attractive and well- 
planned meeting facilities; for 
their fine accommodations, ex- 
cellent food and experienced 
service—as well as for their real 
hospitality and thoughtful at- 
tention to your needs. 


For an especially memorable meet 
ing, consider the Hawaiian Village 
Hotel, an 18-acre tropical paradise 
on Waikiki’s finest beach. Three 
types of unusual accommodations, 
four swimming pools, and (just 
completed) the new Long House 
convention hall plus 100 additional 
lanai suites. 


Reservations and further infor- 
mation on any of these outstand- 
ing hotels may be had by 
contacting the manager of any 
Western Hotel. 


WESTERN 
HOTELS 


Vancouver, B. C.: Georgia 
Seattle: Benjamin Franklin,Olympic, 
Roosevelt—Spokane: Davenport 
Tacoma: Winthrop—Bellingham: 
Leopold—Wenatchee: Cascadian— 
Portland: Benson, Multnomah— 
San Francisco: St. Francis, Sir 
Francis Drake, Maurice—Los An- 
geles: Mayfair—Palm Springs: 
Oasis—Denver: Cosmopolitan 
Salt Lake City: Newhouse—Boise: 
Boise, Owyhee—Pocatello: Bannock 
— Butte: Finlen—Billings: North 
ern—Great Falls: Rainbow—Hon- 
olulu: Hawaiian Village 
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‘How to Compile Best Sales 
Arguments for Salesmen 


| Workshop for salesmen, executives, service personnel and 


customers is swift and efficient method to develop a sound 


“benefit inventory.’ Gives entire force the same best story. 


BY C. C. CRAWFORD, Ph.D.* 


Professor, University of Southern California 


How good a case do you make for 
your product line? Would you buy 
it if you were the customer, if it were 
presented to you this way? Could the 
case be better presented if it were 
better formulated ? 

Are your salesmen given a well- 
formulated sales message, or must 
they scramble for benefits and sales 
arguments as best they can? Do you 
really know what benefits they are 
stressing in their sales contacts? Are 
you proud of the way they put these 
benefits forward? Are you pleased 
with the way they back up the bene- 
fits with sound evidences and argu- 
ments? If not, why not have a work- 
shop in which you pool ideas and de- 
velp a sound “benefit inventory,” as 
a solid foundation for their efforts to 
sell your products? 


Selling Process 


Since the benefit message is the 
heart of the selling process, sales can 
be no better than that message is. Yet 
when I ask a sales manager for a look 
at his statement or formulation of the 
sales message I too often meet with 
“evasive action.” 

Perhaps there are some pieces of 
sales literature that contain sales 
points or arguments. But perhaps 


each piece is only a partial round-up: 


of the reasons for buying. Perhaps 
each was done at a different time, or 
by a different person, or for a differ- 
ent customer audience. Perhaps three 
pieces of literature all contain some- 
thing good, duplicate each other in 
some degree, and collectively ap- 
proach the total message, without 
quite achieving it. 

Or perhaps there is a sales manual 


*Management consultant, Los Angeles 


to guide and help the new and the old 
salesmen in presenting the product 
line. But is yours devoted to the bene- 
fits, or to the products? Does it tell 
what is being offered and leave the 
salesman to invent the reasons why 
the customer should buy it? Is there 
at any place in the manual a com- 
plete and systematic inventory of the 
rewards, advantages, gains, or bene- 
fits which the customer will get if he 
buys? Are these all brought together 
in any one place where they can be 
surveyed and studied as a unit? Or 
are they sprinkled among product de- 
scriptions and specifications and com- 
pany information? 


Selling Points 


If your company hasn’t formulated 
the “case for the product,” it’s high 
time it should, Otherwise each sales 
man must do it himself, in his own 
fumbling way, and at the risk of mak- 
ing a less-than-perfect case. He may 
even develop his own private collec- 
tion of sales points and arguments 
that would shock you if you really 
knew how bad some of them were. 
He may be claiming values which the 
product doesn’t have, thus creating 
unnecessary sales resistance, or future 
complaints about misrepresentation. 
He may be overlooking a sound and 
convincing benefit or sales argument, 
simply because he didn’t think of it. 

For each salesman to scramble for 
selling points in his own way is to 
waste company assets. Average sales- 
man is not as good an “editor” for 
a sales manual as you can get by hav- 
ing a company expert or an indepen- 
dent consultant edit a cooperatively 
written manual. An individual sales- 
man doesn’t have as complete and 
comprehensive a grasp of the whole 
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case for your product as can be put 
together by combined and integrated 
eftert of many salesmen. 

It is wasteful to rely on decentral- 
ized formulation of your company’s 
sales message. It can be done better 
by leadership from company head- 
quarters than by the individual sales- 
men in the field. 


Not One Man 


But I don’t mean that one man 
at company headquarters should sit 
down, take pen in hand, and proceed 
to formulate the sales message. He 
would probably do it better than the 
average salesman would, but that is 
not good enough. He should use a 
group cooperative method of formu- 
lating the sales message. He should 
use the sales workshop approach, He 
should pool the ideas of all parties 
involved, and make a complete and 
systematic inventory of the benefits 
that may be promised, as well as of 
the proofs, evidences or arguments 
that each benefit will actually follow 
from the purchase. 

The way I construct this type of 
benefit inventory for a company is to 
conduct one or more sales workshops 
for that specific purpose. I use a buzz- 
write procedure, though the written 
portion is more directly useful than 
the oral buzz in the actual formu- 
lation. In 30 minutes I can get from a 
group of salesmen and company per- 
sonnel several hundred or perhaps a 
few thousand benefit ideas, each on a 
separate slip of paper, easy to classify. 
This is just a warm-up for the main 
workshop that is to follow. After 
this we really get down and dig, as 
explained below. 

First warm-up responses yield the 
main sales points or benefit claims, 
but often they are shallow and super- 
ficial “sales words,” empty promises, 
or even far-fetched and unsupported 
claims. But writing them gets the 
workshop members started on the 
right general track of hunting for 
items to go into the sales message 
to the customer. Even that much 
would be good sales training, if no 
organized manual material ever came 
out of it at all. 


Whole Day 


After the warm-up, my workshops 
bore in or dig in for a more intensive 
analysis and formulation of the sales 
message. I like to use a whole day 
for the workshop. A two-day meet- 
ing is infinitely more desirable, be- 
cause the evening between permits me 
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us Hotel in the West Indies! 


CIUDAD TRUJILLO + DOMINICAN REPUBLIC 


El Embajador, with its affiliated and neighboring Hotels 
Jaragua and Paz, offer over 800 luxury rooms and excellent 
meeting space for conventions, post-convention trips, sales 
incentive groups, etc. For detailed information contact our 
office or Utell International in New York, Chicago or Miami. 


* 310 air-conditioned rooms * All with private terraces * “Free form" 
swimming pool * 18-hole championship golf course (under constr.) 
* Famous Embassy Club—dancing and entertainment * Fabulous Casino 
* Food supervised by N. Y. Ambassador chefs * Tennis, polo, aquatic sports 


Only 6 hours from New York by direct flight 
Other Dominican hotels under the direction of 
AMBASSADOR INTERNATIONAL 


HOTEL aragua HOTEL PAZ 


For reservations SEE YOUR TRAVEL AGENT or 
Utell International, 160 Central Park South, N. Y., PLaz 


CAN INCREASE YOUR SALES 


The Roney Incentive Plan* 


is a new completely revolutionary idea 


for increasing business and can be 
tailored to fit your exact needs. 


Send for our incentive booklet (just off 
the press) on your company letterhead 


and learn the full details of this 


exciting method of increasing sales. 


Write: G. DAVID SCHINE, 
President, Gen. Mgr. Schine Hotels. 


(7 Acres on the Ocean) 
COLLINS AVENUE AT 23rd STREET 
MIAMI BEACH 


DESIGNED WITH MEETINGS IN MIND... 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
4 additional Meeting Rooms—Special Display Areas— Penthouses... 


sons.. 


SSS 


SW WS 


The 
Impress 
Miami Beach’s NEWEST Luxury Hotel 


«++ for pleasure: 


Huge salt-water swimming pool. 
. night club. 
. complete entertainment program. 


beach. 
Bath... 


«+. and for convenience: 


Ideal oceanfront location convenient to golf 
. deep sea fishing... 


. racing... 


theatres and night clubs... 
Conditioned with individual thermo control 
in every guest room. 


Write for Color F older and C. tion S pecificati. 

Jack Parker, Managing Director 
DIRECTLY ON THE OCEAN—43rd to 44th Streets— Miami Beach, Florida 
BQQ\QA NNN uN, 


Also an ideal stop-over 
place for conventioners’ 
groups going farther West 
or returning East. 
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. private 
. fully equipped ‘Turkish 


shopping... 
Completely Air 
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for meetings 
conventions 


ThefamousFredHarvey 
Hotel in sunny Santa Fe 
New Mexico 


is now available for meetings—up 
to 280 from after Labor Day to 
June 30, for smaller conferences, the 
year ‘round. Renowned for its 
Spanish-Indian atmosphere, friendly 
informality and fine cuisine, La 
Fonda provides a unique back- 
ground for memorable meetings. 
Meeting Rooms, Banquet Facilities. 
Ideal year-round climate. Sight- 
seeing trips into the Indian Coun- 
try, curio shopping, golf, fishing, 
hunting, skiing.—Santa Fe Railroad, 
Continental and TWA Air Lines.— 
Write Manager J. D. Garvin. 


PHONE: 3-5511 
TELETYPE: SANTA FE NM S661 


NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION 


it's — back in the Capital—To catch this sew optimistic sote—te give 
and Association Meetings 


hibits the 


your 
added zest and sparkle of the sew 


Ex 
Wa pM ae A, your activities at The Shoreham. 


Few national ane are too large for our facilities . . 


for coreful and 


L. GARDNER MOORE—Manager 
JOSEPH W. ELLIOTT—Sales Manager 


- certainly none is too small 


SHOREHAM 
Connecticut Avenue at Cakert Street 
Wasmengren 8,D.C. 


to pian a second-day approach based 
on analysis of first-day results. 


Creative Thought 


The boring in consists of intensive 
creative thought by each workshop 
member, focused on one specific tar- 
get at a time, Thus we may concen- 
trate on such specific targets as: (1) 
Benefits from each specific product. 
(2) Benefits from each specific use 
or application of a product. (3) Bene- 
fits for each customer type that might 
buy the product. (4) Proofs or evi- 
dences that each specific benefit will 
follow from the purchase of the prod- 
uct. (5) Specific choice wordings and 
phraseology in which to set forth each 
of the benefits previously selected. 
(6) Specific answers to specific ob- 
jections which customers raise in 
their reactions to specific benefits. (7) 
Many others, as indicated by the spe- 
cific nature of the product, company 
or sales situation. 

These sales workshops for the for- 
mulation of the sales message should 
involve the maximum cross-fertiliza- 
tion. I like to get creative sales ideas 
from such persons as: (1) Sales 
force; (2) Sales executives; (3) Gen- 
eral company management ; (4) Cus- 
tomer service personnel who are 
aware of the customer reactions, espe- 
cially the service complaints and fol- 
low-up; (5) Samplings of customers 
themselves, whe can teli you plenty 
about the strong and the weak points 
in your case. 


Customer Workshop 


I especially like to get the custom- 
ers in on the formulation of the bene- 
fit inventory. What they give us is not 
only more likely to be the true sales 
message, but also more likely to be 
cast or worded according to the men- 
tality and psychology of other cus- 
tomers whom your salesmen are to 
reach. And customers are easily avail- 
able, in most cases, because they can 
give their contributions easily in a 
two-hour workshop arranged especial- 
ly for them. Also, you don’t need a 
very large sampling of customers in 
order to reach saturation, or com- 
plete coverage of ideas, 

So when a good sales message is 
within your grasp, why be satisfied 
with less? Why not get the people 
who know the benefits of your prod- 
ucts together and make a genuine and 
complete benefit inventory? Why 
leave each individual salesman to 
scramble for ideas, and to sell the 
hard way? 

The End 
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GIRL FLOATING IN AIR is among thousands of Blackstone's illusions. 


Blackstone to Tell Magic 
Secrets to Corporations 


71-year-old master magician plans to sell his mystifying 
illusions and props for use at trade shows and meetings. 


industrial show exhibitors. 
From his storehouse of over $300,- 


Blackstone, master magician, is 
about to divest 54 years of mystifying 
illusions for the benefit of trade and 


GIRL “"SAWED IN HALF" can be booth attraction now. 
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000 worth of magic props, Blackstone 


/ 

. . . >] 
Virginia’ Best 
Finest Meeting Facilities in All of 
Virginia Are Yours in These Expertly- 


Managed and Tastefully - Appointed 
Hotels. 


fe’ John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Inia Room, en mela 
lebby floor, seats up te 1,000. 


AIR-CONDITIONED Patrick Henry-Stonewall 
Jackson Room (600). 
AIR-CONDITIONED George Wythe Room (150). 


ROOF GARDEN accemmodates 500. 5 additiesal 
AIR-CONDITIONED CONFERENCE ROOMS. 


500 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


FOR RESORT CONVENTIONS 


i 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia’s East Coast 


AIR-CONDITIONED Virginia Room (460) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITIONED Monrce Room (125) 


AIR-CONDITIONED Chesapeake Room (30) 
Roof Garden 


300 Beeutifully Furnished Rooms, All Outside, 
each with private baths. 


OPEN ALL YEAR 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Rooms. Rates from $3.50 


norm RICHMOND 
300 Rooms. Rates from $4.00 


HOTEL WM. BYRD 
200 Rooms. Rates from $4.00 


Write for FREE, Interestin 4-4 
ome Full Convention Facilities De- 
tall and Floor Plans! 


TWX Connects all 5 Hotels 


KKK 


DARTNELL PRESENTS 


(4 


Bellger Stay 


a (6mm. sound motion picture you 
can use at your next sales meeting 


Here's a dramatic presento- 
tion of Frank Bettger's spec- 
tacular rise from failure to 
success in selling—the diffi- 
culties he overcame—the sales 
formula he developed to turn 
“the: trick. Any salesman who 
sees it will be a better sales- 
mon. THE BETTGER STORY is 
available for. purchase of 
rental. For details write to— 


DARTNELL 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


4660 Ravenswood ¢ Chicago 40, Ill. 


America’s Finest Booths 
FOR YOUR NEXT 
TRADE SHOW 
SALES MEETINGS 
OR EXHIBIT IN 


ATLANTIC CITY 


> 


MELTZ Studios 


2304 PACIFIC AVE., ATLANTIC CITY, N. J 
Phone 4-3942 


Complete Show Decorating and 
Display Installation Service 


© DRAPES © FURNITURE * SIGNS 
© BOOTH EQUIPMENT 


| 


| 


plans to sell the secrets and para- 
phernalia that have awed millions. 
Everything from the secret and equip- 
ment to make a girl float in air to his 
magic blackboards and “bottomless” 
boxes will be available to exhibitors 

at a price—to be used as booth 
attractions. 

Now 71 years old, Blackstone 
wants to liquidate the equipment he 
has designed and built for more than 
a half century. He is certain that 
commercial applications of his feats 
of prestidigitation will meet with suc- 
cess at both shows and fairs—as well 


as at large sales meetings and show- 
rooms. 


Floating Girl 


His levitation illusion in which a 
girl in a trance slumbers on the backs 
of three chairs, rises into the air and 
is gently lowered to a bed has been 
used by a mattress company. His 
magic boxes which appear empty but 
later disgorge an “endless” stream of 
products has been used commercially, 
too. 

One of his most baffling illusions 
starts with a motion picture. A car 
appears on the screen in the distance 
and comes forward. Passengers in 
the car wave to the audience, step out 
of the car, and in a flash, appear to 


come right out of the screen—and do 
walk down as live people to greet 
the audience. Commercial applications 
of this trick are endless, says Black- 
stone. 


Moving Hands 


Another mystifying trick in Black- 
stone’s repertoire—tailor-made for an 
assembling of small parts demonstra- 
tion—is use of gloved hands on a 
tray. The hands rise from the tray 
and perform any feat of which nor- 
mal hands are capable—write, draw, 
put things together, etc. When they 
are through, they rest in the tray and 
the tray can be carried away with 
them on it. 

From simple tricks that can be 
used as giveaways to complicated il- 
lusions that require heavy equipment, 
Blackstone has his secrets on the 
block. 

He has designed all his own props 
and created all his own tricks. He 
says he can design any kind of illusion 
to meet any kind of commercial re- 
quirement. 

As busy as ever, Blackstone still 
makes theatrical tours and still works 
on new ideas to baffle his audiences. 
Asked why he wants to give away— 
sell, that is—all his secrets, Black- 
stone has a frank answer: money. 

The End 


Dates and Places 
For Sales Confabs 


ales conferences, 
clinic rallies under spon- 
sorship of National Sales Execu- 
tives, Inc., 136 E, 57th St., New 
York 22, N. Y. 


-linice 
5 


an d 


OCTOBER 


Houston, Sales Rally 
Chattanooga, Sales Manage- 
ment Conference/Rally 
Davenport, Sales Rally 

Kansas City, 
Clinic 

Grand Rapids, Sales Training 
Clinic 

Boston, Sales Rally 
Detroit, Sales 
Conference 
Philadelphia, Sales 


ment Conference 


Sales Training 


Management 


Manage- 


22-24 Los 
Clinic 
23 Charlotte, Sales Training Clinic 
24 Indianapolis, Sales Rally 
24 N. E. Wisconsin (Appleton, 
Neenah, Menasha), Sales Man- 
agement Conference 
Flint, Sales Rally 
Hartford, Sales Training Clinic 
San Antonio, 


Clinic 


Angeles, Sales Training 


Sales Training 


NOVEMBER 


5 Miami, Sales Management Con- 
ference 

20 _—~ Peoria, Sales Rally 

20 St. Louis, Sales Conference 

26° Grand Rapids, Sales Training 
Clinic 


DECEMBER 


3 Miami, Sales Training Clinic/ 
Rally 
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CO Am. S&S FINEST 


ation Het 


Staffed To Serve 
Any Type Meeting 


A luxurious resort hotel overlooking the Gulf 
specializing in conventions . . . finest air-condi- 
tloned meeting and banquet room in the South, 
seating 1500 experienced staff trained to 
handle a ‘package convention" for you . . . con- 
veniently located between New Orleans and 
Mobile, Write us for more detailed information 


JIMMIE LOVE General Manager 


BILOXI, MISSISSIPPI 
Overlooking the Gulf of Mexico 


Ideal for groups of 
limited size 
(Up to 150) 


who desire a comfortably in- 
formal atmosphere and a wide 
variety of recreation, including 
salt and fresh water fishing, 
available on the grounds... 
not just “nearby.” Food fit for 
Kings and with everything in- 
cluded in one low, all-inclusive 
rate. Open the year around. 
Color folder and full details 


on request. 


a bit of the old west in the deep south! 


“700 acre vacationland”™, 18- 
hole goli course. heated 
pool. full program of dude 
ranch fun. Wonderful meals 
and planned entertainment 
all included in rates 
starting at $11. 


NNY REVOLTA 


Golf Pro. Winter Season 


ouNntry Club >. e. 
OCEAN SPRINGS, miss.“ fd 
av 
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Sophisticated Group 
Interested in Privacy 


Few guests at the Shoreham Hotel, 
Washington, D.C., last May knew 
that the National Assn. of Printing 
Ink Makers was holding its conven- 
tion there — and that’s the way dele- 
gates wanted it! They prefer privacy. 

Instead of badges, delegates carried 
a handsome metal pocket token en- 
graved with the association seal. 
Token served as identification, and a 
memento of the meeting besides cre- 
ating a “feeling of togetherness,’’ ac- 
cording to Herbert Livesey, associa- 
tion secretary. Tokens cost 50 cents 
each to cast with NAPIM’s own die. 

Explaining the novel approach to 
convention identification, Livesey 
says, “Our people generally are com- 
paratively prosperous manufacturers 
and in the older brackets.” Pocket 
tokens also reflect the “slow but 
steady growth in feeling for privacy” 
as the country grows older, he feels. 

Other innovations of Livesey — he 
does all the convention planning — 
are effective time and worry savers 
for both the association and the dele- 
gates. NAPIM had no registration 
desk. Registration fee ($35 for men 
and $15 for women) was added to 
the delegate’s hotel bill. 

American plan was used at the 
hotel for the 200 delegates and their 
wives. Delegates had only to present 
their token for identification. Plan 
eliminated separate food checks for 
the delegate and avoided having any- 
one waiting in line for dinner. 

NAPIM delegates might be called 
more “sophisticated” than the ordi 
nary conventioneer. Most are middle- 
aged manufacturers who prefer a 
scholarly, meeting. Razzle- 
dazzle of most conventions with ban- 
ners, horns and enormous badges are 
not for them, says Livesey. He points 
out that people from the oldest section 
of the country— New England—de- 
sire more privacy the most, and peo- 
ple from the Middle Atlantic States 
are next on the list. “Younger peo 
ple of this country such as in the Mid- 
west and West still need the feeling 
of group identity.” Hence the ban- 
ners and badges. 

Convention used several different 
meeting and dining rooms for a 
change of scenery and, more impor- 
tant, eliminated cleanup time. 

At the end of the three-day con- 
vention, delegates received one bill for 
all their convention expenses which 
simplified their own personal book- 
keeping, and their company’s. Every- 
body profited by the arrangement. 


The End 


sedate 


GIFT PROBLEM SOLVED 
FOR ANY OCCASION 


+ 


Real everlasting 
Hawaiian 


Woodroses - 


Beautiful burnished brown and beige ‘“‘conversation 
pieces’”’ to match any office or home furnishings. 
Hawaiian Woodroses in exotic arrangements with Uk! 
grass and fascinating South Sea foliage. Will last 
indefinitely. Firmly mounted on genuine Hawaiian 
Monkey Pod base—10” wide, 

gift packed—Postpaid 

Special “‘king size’’ Woodrose arrangements mounted 
in Luau Palm Trays—21” wide. $1 


LUAU PALM TRAYS 


with real 
Hawailan 
W oodroses 


Beautiful 21 inch coco palm sheaths, hand rubbed 
to a natural satin-smooth finish. Real collectors items 
No two alike, Last indefinitely. Ideal for desk, 
coffee or dining table, shelves, etc. South Sea gift 
packed, 

paid 


*Special discounts on quantity orders 


Dept. SM-1, 670 S. LaFayette Park Place 
Los Angeles 57, Calif. 


International Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 
International Live Stock Exposition— 
International Kennel Club Dog Show 
—International Dairy Show and 
Rodeo—The Chicago Home of the 
National Metal Exposition—Interna- 
tional Heating and Ventilating Expo- 
sition, Democratic National Conven- 
tion, National Packaging Exposition, 
Materials Handling Exposition, Na- 
tional Machine Tool Builders’ Show, 
Road Builders Show and other leading 
Expositions. 


s 
530,000 Sq. Ft. Exhibit 
Space after Jan. |, 1957 
Individual Halls 
4,000 to 180,000 Sq. Ft. 
. 
ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 
* 
Parking for 4,000 Cars 
15 Minutes from Loop Hotels 


International Amphitheatre 


42nd & Halsted Chicago 9, Mf. 


Sell Your Ideas 


PRESENT THEM WITH A 


. . . beyond belief 


Standard Port-a-Stages and new unique 
design Port-a-Stages are engineered for 
strength and are rock steady. Practical 
for traveling or one time shows. 

RENT OR BUY 


Write for Free Circular 


~COMMERCIAL PICTURE 
EQUIPMENT, INC. 


1800 W. Columbia Avenue 
Chicago 26, U.S.A. 
BRiargate 4-7795 


With The 
Jamestown Festival 
So nearby 


The Cavalier 
is the 195] 


Convention 
Choice 


Write our Convention Director for 
Convention Brochure—information on 
the Jamestown Festival The Cavalier's 
Jamestown Tours for Convention 
Guests—Dates Open in 1957. 


VIRGINIA BEACH, VA. x > 


ZT 
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JET AIRLINER takes off on 


10-mile-a-minute trip—and nobody leaves the ground. 


Big Mockup Sells Jets 


Boeing takes airline executives on "flight" of 707 jet 
transport which "leaves" from eighth floor of warehouse 
building in New York City at any time by appointment. 


Strangest airport in the world, 
eighth floor of a warehouse building 
on west side of New York City, of- 
fers regular flights on Boeing’s plush 
707 Jet Stratoliner. The four-engine 
jet airliner, America’s first, streaks 
through the sky at 10 miles a minute. 

But it never leaves the ground! 
It’s a giant mockup of the 707, cre- 
ated as a selling tool for the $5-mil- 
lion airliners. Probably the most ex- 
pensive mockup ever put together 
($500,000) the complete airplane 
interior was designed and built by 
Walter Dorwin Teague Associates, 
industrial designers and engineers. 


Airline Executives 


Boeing Airplane Co. has hosted 
1,800 airline executives aboard its 
simulated 707 flights. Aim is to show 
what airlines can expect in luxury 
and flexibility when they order 707’s. 

Once you enter the mockup, you 
forget completely that you are in a 
waterfront warehouse. Every detail 
of this plane interior is authentic— 
from smartly clad hostesses in the 


aisles to air conditioning and two 
operable lavatories. 

You enter the mockup from a sim- 
ulated airport lounge upon the loud- 
speaker announcement that your flight 
is ready to depart. You are greeted 
at the airplane door by a smiling hos- 
tess who helps you select one of the 
deep, wide chairs. 


Welcome Aboard 


As soon as you are seated, you hear 
via intercom above your seat: 

“Welcome aboard, ladies and gen- 
tlemen. I am representing your cap- 
tain as he might speak to you from the 
flight deck of the Boeing 707 jet 
transport. We hope that.in the same 
spirit you will consider yourselves 
passengers, and look at this interior 
as it would appear to future travelers, 
taking off for a transoceanic or trans- 
continental flight. 

“In the few minutes it would nor- 
mally take us to reach our cruising 
altitude, which may be anywhere up 
to 40,000 ft., we would like to ex- 
plain to you some of the details of 
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opening up a new standard in convention facilities 


Anyway You Look At It 

the MORRISON has the 

wae finest facilities for any 

My mH show or convention 
regardless of size! 


scone 28% to 38 


1ST MOOR 
~3* FLOOR BOOTH LAYOUT : 


FACILITIES FACILITIES 


MEETING MEETING DINING MEETING MEETING DINING 
ROOMS CAPACITY CAPACITY ROOMS CAPACITY CAPACITY ..THE WORLD'S TALLEST HOTEL 

LOWER LOBBY 

Terrace Casino 2000 a Oy aaa 
MEZZANINE Parlor F 

Cotillion Room ( Parlor G 

Embassy Room 20 Walnut Room 

Burgundy Room Venetian Room 

Hollywood Room THIRD FLOOR 
FIRST FLOOR Madison Room 

Constitution Room 0 Exhibition Hall 

Ballroom & Balcony 427-29-32-34 

Parlor A8 440 

Parlor B ] 528-30-32-34-36 

Parlor C 605 50 

Parlor D Penthouse (42nd floor) 45 

Ballrooms & Parlors 

Converted to | unit 


eee 


Pe 


Business meeting, big show, convention of any size—the Morrison offers facilities that 


are second to none in all Chicagoland! The Function Room Floor accommodates 
parties of 50 to 2500. 900 Exhibit Rooms and the Exhibit Halls offer space 


for 1250 individual exhibitors. And all exhibition hall space is air con- 


pa ew oe 


ditioned for your comfort. 1867 guest rooms, most of which are 


air conditioned; superb banquet facilities; and the convenient 


location in the heart of shopping, business and entertainment 


ee a ee oe 
ee 


centers make the Morrison a standard to aim for during your 


next show or convention—regardless of size. 


You'll get more done when you get together 
under one roof... the Morrison’s! 


Wm, HENNING RUBIN, Pres., JOHN B. GRANDE, Gen. Mgr., W. F. PUFFER, Dir. of Sales 
TELETYPE CG 1685 FRanklin 2-9600 


| MWorrioon Hote ( 


. MADISON AT CLARK © CHICAGO 
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PRESENTATION PROBLEMS 
PESTERING YOU ? 


We can handle any kind 
of visual presentation 
from A to Z 


The Chartmakers, Inc. 


COMPLETE VISUAL SERVICE 


VISUAL AIDS FOR: Holding a Meeting 
Lining up a Promotion - Selling a 
Product or Idea - Training Dealers or 
Employees - Interpreting Statistics 


480 LEXINGTON AVENUE, N.Y. 17 
MUrray Hill 8-2760 


AMERICA’S MOST 
ENJOYABLE CONVENTION 


. awaits you at Galen Hall Hotel, the 
famous resort in the Pennsylvania- 
Dutch highlands. Every facility for 
groups from 10 to 500: two air- 
conditioned banquet rooms, each seat- 
ing 500... 6 meeting rooms . . . trained 
staff ...social program. . . entertain- 
ment and dancing nightly... Forest 
Glades Pool... 18-hole golf course. 
Easy to reach by car via Pa. Turnpike; 
by train; by air via Reading Airport. 
Season: April-October. 


HOTEL 


Wernersville, Pa. + Sinking Springs 8011 
Daniel Burack, Director 


Write for Color booklet and rate information. 


this, America’s first jet transport. 
The sound of the jet engines which 
you hear is an actual recording from 
the take-off of the 707 prototype. 
After starting the engines, we taxi 
directly to the runway and take off 
with no engine run-up. This is usual 
jet transport procedure—much less 
tedious for pilots and passangers. The 
first 707’s to be delivered for com- 
mercial operation will be equipped 
with sound suppressors now being de- 
veloped by Boeing.” 

The “captain” then tells about the 
707 prototype and reveals flight times 
(less than six hours to London; 15 
minutes longer to Paris; four hours, 
12 minutes to Los Angeles). 


No Statistics 


“We won’t burden you with sta- 
tistics about the size of this airplane,” 
the well-modulated voice issues from 
the speaker above your seat, “except 
to tell you that its wingspread is 
greater than the length of the 
Wright’s first flight at Kittyhawk.” 


From the mockup, airline officials, 
can determine exactly what they 
would prefer in seating arrangements, 
interior colors and special appoint- 
ments. Seating can be changed from 
five to four or six abreast and with 
varying spaces between rows of seats 
which slide on tracks. Interior panels 
are plastic covered and are removable 
for washing. 

Windows in the mockup are 
opaqued so that your flight has all 
the elements of reality. Lighting 
changes to indicate day and night 
flying. The huge dome lights turn to 
blue as night approaches and what 
appear to be stars twinkle overhead. 
As morning comes on, the blue fades 
into a rosy glow and then white. 
Light through the mockup windows 
is created by a shadow box with blue 
background and fluorescent tubes con- 
trolled by a dimmer. 


Eight Months 


More than 1,000 major assemblies 
were used in the mockup. It took 
eight months to build. 

Outside frame of the mockup (un- 
seen by visitors) is wood. Sound and 
light controls are handled by a man 
who sits beside the mockup. 

Designed in 80-inch sections, the 
mockup will be disassembled after its 
use as a selling tool and shipped to 
Boeing’s Seattle headquarters to be 
used for engineering studies. 

One big advantage of the mockup 
—in addition to its offering a view 
of the product to prospects—is the 


HISTORIC 


Llcamit 


A distinguished 
setting for 
mectings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and their families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
tions and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting held in Williamsburg. 


Williamsburg Inn 6 Lodge’ 


For descriptive booklet sad information 
William FE. Bippus. Williamsburg Inn. Williams- 
burg, Va. or call N. Y. Res. Off., Circle 6-6800 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 
DELEGATES AGREE 
‘THE SKYSCRAPER BY THE SEA’ 
1S TOPS FOR CONVENTIONS 
Seventeen meeting rooms —cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 
GEORGE 8. BRUNI 
Vice President & General Manager 
ADA TAYLOR 
Director of Sales 
STANLEY 8B. CAMPBELL 
Sales Manoger 
Telephone Atiantic City 5-127! 
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stimulation of suggestions for im- 
provements made by visitors. While 
none of the suggested changes are 
major, they are helpful to Boeing in 
producing just the kind of aircraft 
that airlines want to operate. 

A staff of six operate the mockup 
presentations. They include uni- 
formed hostesses and technical repre- 
sentatives of Boeing and the design 
consultant firm. All “flights” are by 
appointment and it takes between a 
half and full hour to hear the re- 
corded presentation, to discuss the 
plane with technicians and ask ques- 
tions. 

A reported 107 jet airliners have 
been ordered from Boeing. The 707 
comes in three models. Both domestic 
and foreign airlines have placed or- 
ders, and just about every airline in 
the world has sent representatives on 
the “flight” of Boeing’s mockup. 

The End 


New Permanent Exhibit 
For Washington, D. C. 


Newest entry into the per- 
manent exhibit field is the re- 
cently announced Visitors Cen- 
ter, slated for Washington, 
yas 

Visitors Center will serve as 
an information and _ activities 
center for the estimated 4.5 
million annual visitors to the 
nation’s capital. Building, to be 
-ompleted in the fall of 1957, 
will house an “orientation the 
atre’” where slides and lectures 
on Washington history will be 
featured, plus shops catering to 
travelers and a restaurant. Mul- 
tilirzual staff will be on hand. 

Important feature of the cen- 
ter will be the National Travel 
Center, a permanent exhibit area 
housing displays of the travel 
ndustry. “A selected list of 
names in the travel industry will 
be invited to participate,” says 
Reginald Martine, Jr., director. 
Exhibit area, adjacent to the 
theater, is planned for island 
type displays. Exhibitors will 
have use of the Visitors Center 
facilities, including offices and 
onference rooms. 

Special service will be collec- 
tion and tabulation of names 
and addresses of visitors. 

Building, located across from 
the National Gallery of Art, 
will be early Georgian in style 
with a garden court to handle 
sightseeing buses. 
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Enjoy a WESTERN 
“Champagne Flight’ 
to your next meeting! 


Luxury beyond compare 
...but no extra fare! 


OS 
AU Routes of the 
RESERVED SEATS > Ganges Flights 
4-ENGINE DC-6Bs 
GOURMET DINING « VINTAGE CHAMPAGNE 


) DIMENSIONS 


f VERT Ny P| AY . EXHEBIT 


2500 W 218 STREET CHICAGO 8S ILLINOIS CLiffside 4-2800 


ALL NEW 


PERFECTLY LOCATED 

1 block from University of 
California, 1 block from 
Civic Auditorium and Little 
Theater, in center of main > Complele factlilies 
shopping and theater crea Pe 

EXPERIENCED STAFF 


to make your 


for medium and small 
groups, (10—200) for 
your sales and convention 


and pleasont eM UE _ ' meetings 
: 400-capacity banquet 


Say Bridge : ~ ‘ f ‘ : room, 8 meeting rooms 
Trains at ™ wedi 
Door 


Mrs. Wallace H. Miller, Owner 
George J. Willis, Manager 


PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 
ADVERTISING CAMPAIGN material is fed 


AT THE 
into Ad-Think Pulsator. With whirling cranks 


F U N AND S U N and blinking lights sales 


SPOT OF AMERICA 


ELEPHANT HEAD and sign proclaim space 
too small for Benson Lehner equipment ex- 


book pops out. hibit and invites show visitors to hotel suite. 


CONVENTION BUREAU 


LAS VEGAS Ad Agency Sells Clients 


On Meeting Showmanship 


NEVADA 


CHAMBER OF COMMERCE 
* * | 


CLAUSTROPHOBIA? 


No chance of it here with more 
than 30 meeting and banquet 
rooms seating up to 1800 and 1200 


respectively. 


CHALFONTE ~ HADDON HALL 


on the Boardwalk, Atlantic City, NJ 


Owned & operated by Leeds & Lippincott Co. for 66 years 
Write for illustrated folder 


EXECUTIVES 


R. W. LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. © E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS « |. L. HAVERLY 
LAWRENCE B. RAUGH e GUY E. BROWN 
LEONARD G. RUNDSTROM ¢ JAMES E. KNAUFF 


presentations 


West Coast agency has definite ideas about meetings and 
|puts them into practice for clients. A devotee of comedy 


“Sell the salesmen and you’ve sold 
the line—and the promotion behind 
it.” 

“That’s the philosophy behind all 
sales meetings and the reason for the 
tremendous expenditures involved in 
such conclaves. Each year it takes 
more and more showmanship. Sales- 
men are exchanging stories about 
sales meetings with almost the same 
enthusiasm once attributed to their 
|parlor car conversations. But, sales 
should always be in 
the product and its 


’ 


| keeping with 
| sales message.’ 
Such is the belief of Ralph Car- 
son, president, Carson/Roberts/Inc., 
Los Angeles advertising agency, who 
translates this belief into practical 
application. 
Recently when 
maker of ice cream, held its sales 
meeting, preparations were in keep- 
| ing with the character of the client’s 
product. A Univac-like, “electronic” 
Ad-Think Pulsator was built to pro- 
duce “all the answers.’ To secure 


Baskin-Robbins, ° 


'relief, agency strives to put audience in relaxed mood. 


these replies, the machine needed to 
be “fed” with “all the elements’: 
1. product; 2. client’s signature; 3. 
theme of the campaign; 4. art; 5. 
copy. 

The machine was permitted time to 
digest the material. With a whirl of 
the crank, tubes dilated and confetti- 
filled bottles “popped.” Out of the 
melee dropped the fully prepared 
sales book. The resounding warm-up 
set the mood. An enthusiastic recep- 
tion greeted the presentation of the 
campaign and the advertising pro- 
gram was off to a bustling start. 

“Capturing the spirit of the prod- 
uct should be done tastefully—yet 
have dramatic appeal” is another 
Carson-ism. ‘Along with this, it is 
almost mandatory to create goodwill. 
In essence, this is one of the prime 
objectives of the advertising agency. 
What better place to begin than with 
one’s own clients?” 

Such an example is the newspaper 
printed for the first sales meeting of 
Delira Corp., licensors of Wild Bill 
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Hickok, and their lincensees, repre 
senting several different markets from 
food to ready-to-wear, In this case, 
a happy meeting ground had to be 
established in order to convey a feel- 
ing of ‘‘relatedness’” among the vari- 
ous types of manufacturers participat 
ing in the franchise program. 
Bill’s Bugle, a newspape 
I in a satirical, Western fash 
illfully presented all the facts 
in a light, humorous vein so that the 
licensees were drawn together and 
each was aware of his part in the 
overall merchandising campaign.” 

“The sales meeting is not the only 
place to inject the salesmen with en- 
thusiasm,” declares Carson. “Fre 
quently, at a trade show or indus- 
try-wide convention, this same show- 
manship is needed to trigger the men 
into an awareness of the quality of 
the product.” 

At a recent Western Computer 
Conference at the Statler Hotel, Los 
Angeles, the agency created an at- 
tention-getting display for Benson- 
Lehner Corp., manufacturer of data 
reduction equipment. When it was 
discovered that the assigned display 
area was not large enough to house 
the equipment, C/R rented an ele- 
phant head, covered it with a tent, 
put straw on the floor and showed 
a small boy feeding the elephant. At- 
tached to the tent was the sign: 
“Large enough for an elephant 
but not for Benson-Lehner’s exten- 
sive line of data reduction equip- 
ment.” It referred visiting buyers 
to a suite on an upper floor, rented 
by the firm for the purpose of dis- 
playing the entire line of equipment. 

“A ‘must’ for any agency,” says 
Carson, “is to educate the men to 
the function of advertising. It is nec- 
essary for the men who sell the line 
to know—and understand—the role 
of the agency. A studied, but timely 
and entertaining presentation of the 
advertising plans is a start in the 
right direction.” 

An “Rx for Sales,” done in the 
documentary fashion of the popular 
television show, Medic, for a Koret 
of California, Inc. sales meeting il- 
lustrates this point. Richard Boone 
(Dr. Styner on the show), handled 
the narration for the “play” that en- 
tertainingly dispersed vital informa- 
tion on building sales (and a closer 
client-agency alliance). 

“Another important element in the 
sales meeting formula is that sales- 
men should be familiar with the his- 
tory and background of their firm. It 
gives each one a sense of belonging, 
a member-of-the-family feeling that 
will reflect in his selling,” advises 
Carson. 


A 16mm color film created by C/R 
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FOR YOUR GROUP MEETING 


AMERICAN COMFORT, LATIN FLAVOR 


Offer your members the excitement 
of meeting in a foreign country. = plus 3 
the comfort of a famous Intercontinental Hotel. 
It's the ideal combination for a succes : 
business conference or incentive group! 
Eight modern hotels, located close to business, 
transportation, and sightseeing centers in key cities 
throughout Latin America, offer superb facilities, 
fiexible meeting rooms, experienced staffs 
and quick, multi-lingual service. 
You can expect, of course, the finest accomma 


and excellent food. For the success of 


a 4 


For the complete story... send for our Illustrated Brochure 
INTERCONTINENTAL HOTELS, Chrysler Building, New York —Roper Building, Miami 
OPENING SOON — FIVE NEW INTERCONTINENTAL HOTELS 
El Salvador, E! Salvador « El Curacao, Curacao, N.W.!. ¢ Hotel Copan, Sao Paulo, Brasil 
San Juan Intercontinental, Puerto Rico « El Tikal, Guatemala 


YOU'LL GET 


GREATER ATTENDANCE 


AT FLORIDA'S 


GREAT CONVENTION CITY 


DAYTONA 
BEACH 


* Convention Planning “Know How.” 


*% Tropical Resort Relaxation. 
*% Hotels and Apartments for 40,000. 
*% Meeting Rooms for 50 to 1000. 


* Air-conditioned Auditorium Seating 
2,500 ... With Exhibit Space. 
DAYTONA BEACH RECREATIONAL AREA 


ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA - PORT ORANGE 


reno oer — WRITES Oe ee 


PETER NILES, Executive Direcror 
CONVENTION BUREAU, 533 SEABREEZE BLVD. 
DAYTONA BEACH, FLORIDA 


Or CALL COLLECT 2-0461 j 
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planning your 


sales meeting? 
> l; 


Dy 


kK: 


Split Rock Lodge and Club has year-round 
facilities to make business a pleasure. At 
2000 feet elevation, within easy reach of 
New York or Philadelphia, are newly en- 
larged conference rooms, spacious cottages 
and guest rooms, unexcelled service, bar 
and cocktail lounge, fine food. 

For our convention folder and complete 
information write to William D. Herrmann, 
General Manager, Split Rock Lodge and 
Club, White Haven, R. D., Pa. Telephone 
White Haven 4561. 


On Lake Harmony in the Poconos 


Split Rock 


LODGE AND CLUB 


|for a Rose Marie Reid, swimwear 
manufacturer, sales meeting did just 
that. Through the use of ever-effec- 
tive flashback technique, with Rickey 
Kessler, son of the company presi- 
dent, as central figure, the 
dramatically outlined the background, 
|aims, beliefs and hoped-for-future of 
|the firm. Impact created by the film 


set the tempo for a highly-successful 


session and campaign, 

At a recent Hollywood-Maxwell 
Co., bra manufacturer, conference, a 
full-fledged fashion show was given, 
complete with professional models, 
props, lighting and music. Old mer- 
chandise was shown along with the 


new, to give the men the oppor-| 


tunity to see fabric and construction 
improvements in the latest styles as 
compared to learlier lines. 


Men's Comments 


“The comments of the men,”’ notes 
the agency president, “clearly show 
the value of a visual presentation. 
They felt it was ‘informative, stimu- 
lating, and the hit of the meeting’. 
What had happened was that they 
saw the product as it should be seen 
—in a glamorous, feminine setting— 
and it gave them a new perspective. 
This really confirms our theory that 
a presentation can ‘make or break’ a 
product in the eyes of the men who 
must sell it—and that a visual pres- 
entation, in keeping with the tenor 
of the product, paces the meeting and 
the coming season, as well.” 


Comedy Relief 


Carson/Roberts is also a devotee 
|of comedy relief. “In a meeting that 
is primarily a business affair,” ac- 
cording to Carson, “it is important 
}to intersperse a little subtle humor 
that takes the ‘edge off’ and puts the 
representatives in a relaxed, informal 
mood.” 

At the opening of a Towne and 
King, men’s sportswear firm, con- 
vention not long ago, the agency had 
a large cut-out of the first T & K ad 
| (a man, clad only in a fig leaf, say- 
jing: “I Won’t Wear a Thing But 
| Towne and King”) minus his face. 
Into the round opening, each T & K 
| representative inserted his (or her) 
|face. An attendant with a Polaroid 


film | 


Completely Air Conditioned 


DALLAS’ LEADING 
CONVENTON HOTEL 


1,250 Rooms 

2 Restaurants 
Motor Lobby 

Now open - 


Guest Room Television 
Family Rate Plan 
12 Meeting Rooms for 


600-Car 
groups of 12 to 1,200 Connecting Garage 


ah? 


HOTEL 


olphus 


MALLAS, TEXAS 


ADOLPHUS 


4 
di 
DAVIS, Managing Director 


DiS F. EVANS, Soles Manager 
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| 
| 


camera—hired by C/R—would then | 


snap a picture, a la the amusement 
| park method, and within a minute or 
| two, the surprised guest was handed 
|his portrait. The desired effect was 
achieved—and the sales meeting 
started out in a climate of rapport 
and congeniality. The End 
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The RIGHT Hotel... 
in a Great 
Convention City! 
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qt 


at 


punt 


The Ritz-Carlton’s very own, 
BRAND NEW Convention Hall 
adjoins the hotel, right on the 
Boardwalk . . . capacity: 1500 
persons. It’s smart, spacious and 
efficient with every facility to 
assure convention <“ccess. Top- 
fidelity public address systems 
augment the perfect acoustics .. . 
complete banquet facilities... 
smaller rooms for the smaller 
meetings. 
And... here’s some extras: the 
Ritz is the nearest hotel to the 
famed Atlantic City Auditorium 
... it’s the home of the wonderful 
Merry-Go-Round Room for fun 
and relaxation ... all Ritz rooms 
have ocean view— 
no “inside” rooms! 


Atlantic City 4-3051 


MICHAEL T. McGARRY 
V.P. & General Manager 
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Here in the comfortable seclusion of 

fashionable Bal Harbour, you’ll find 

a rare combination of casual charm and ° 

luxury—the most pleasant atmosphere fer 

meetings and conventions! And at the 

; : Balmoral, you’ll enjoy matchless facilities, 
¢ ‘ 4 ; whether your meeting is intimate or 

WHERE a large group gathering... plus a full 


roster of gala after-business activities! 


CONVENTION 
BECOMES e 
AN ADVENTURE... vi : : q ON THE OCEAN AT 98th STREET, MIAMI BEACH, FLORIDA 


262 luxurious rooms, most with private 
terraces « 11 meeting rooms, seating from 

10 theatre-style to 650 banquet-style + 

3 separate dining and cocktail areas— 
Garden banqueting in the “Glen” « Smart 
Balmoral Club, Embassy Supper Club « 2 full 
blocks of private ocean beach, Olympic pool 
and cabana area « Golf driving range on 
hotel grounds « Free parking on premises + 
Circulating ice water in every room. 


COMPLETELY AIR-CONDITIONED 


A thoroughly experienced convention James J. Carrol 
staff managed by Dick Elterman, General Manager 
will be on hand to offer you new and N.Y. Office 
helpful convention ideas! Plaza 5-3344 


Put PLEASURE on your program 


Choose GALV.E: 


Your delegates will love the tropical atmos- 
phere of Galveston, Texas, a sparkling island 
in the Gulf of Mexico. Air conditioned re- 
sort hotels on the beach, luxurious private 
swimming pool, abundant fishing, golf courses 
and tennis courts and 32 miles of beach for 
swimming and sunning. w 

In addition to hotel meeting rooms, thé fe b 
lous Pleasure Pier has 36,000 sq‘ 

exhibit space and an air conditioned 

room, ideal for meetings, banquets ghd 


~ 
y 


AFFILIATED NATIONAL HOTELS e ; As Aote. E 4 ‘ 
ALABAMA TEXAS “% 5 d BUCC. HOTEL 
HOTEL ADMIRAL SEMMES ....... Mobile - MOTEL STEPHEN F. AUSTIN..... : oy 


t o 7 

~ “ . 7 oR la 

HOTEL THOMAS JEFFERSON jane “ 9 OM: / A ’ GALYEZ HOTEL 
- one KER...  Dahas ve". J 


JEAW/LAFITTE HOTEL 
CORONADO COURT HOTEL 


“ 
woTEL 


i ; F $e 
cae THtPHONS _ AT ATED NATIONAL HOTELS 


Mbnieo Cory vo-am00 Television or radios in guest rooms 


COMPLETE CONVENTION FACILITIES COMBINED WITH RESORT PLEASURES. 
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| A WONDERFUL 
AEETING PLACE 
THE HEART 
OF AMERICA & hie 


¥ 


7 © COCKTAIL LOUNGE 


Write to Ralph Pellow, manager 
1213 WYANDOTTE © Kansas City, Mo. 
| or call Victor 2.0371 


Bebe CONVENTION SITE 
on the MISSISSIPPI 
\ GULF COAST @/ 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI! 


"THE GULF COAST'S FINEST HOTEL FOR 
THE FINEST CLIENTELE" 


100% AIR-CONDITIONED 


Everything under one roof—meeting rooms 
for small, Regional or large National 
groups, banquet and dining facilities. 
Beach — swimming pool — private 18-hole 
championship golf-course — dancing — 
planned entertainment. 


We specialize in personalized attention! 


Inquiries appreciated and promptly 
handled. Write: 


A. P. SHOEMAKER General Manager 
N. MEISNER, 
Convention Manager 


Cdgewiide? Gulf HOTEL 


EDGEWATER PARK, MISS. 


PROPS BRIGHTEN CONFERENCES on 


Eureka Williams cross-country tour. 


‘Meeting Caravans See 


350% More Dealers 


Three vans cover 63 cities in seven weeks to multiply dealer 
coverage for Eureka Williams. Crew, props carried on tour. 


Things are moving at Eureka Wil- 
liams Corp. The Bloomington, III., 
manufacturer recently upped dealer 
coverage 350% when it put its 1956 
line of gas and oil heating equipment 
on wheels. 

“Dealerama”’ 


—three _ separate 


traveling shows, each housed in a huge 
moving van—introduced the new 
line to dealers in 63 cities. Each 
caravan put on three shows a week 
for a total of 21 shows each. Stiff 
schedule and careful planning en- 
abled caravans to tour the country 


Let the staff at any 


GROVE PARK 
ASHEVILLE, NORTH CAROLINA 


FORT HARRISON 
CLEARWATER, FLORIDA 


FRANCIS MARION 


ORANGE HOUSE 


111-room hotel to open in mid 1956 
ORANGE, TEXAS 


CHARLESTON, SOUT CAROLINA 


JACK TAR HOTEL In The Keys 
MARATHON, FLORIDA 


JACK TAR 
GALVESTON, TEXAS 


Navy hotel help you blend 


pleasure with business to make your convention a real success. 
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in seven weeks. 

Ideal for Dealerama was born 
when an analysis showed sales of Eu- 
reka Williams products generally 
were better in areas where dealer meet- 
ings were held than in non-meeting 
areas, Obvious answer to company 
executives was more meetings. Cara- 
vans, carrying complete equipment 
for a sales meeting in one van, of- 
fered maximum market coverage in 
the shortest ‘time. Originally one 
caravan, Dealerama grew to three 
caravans as plans progressed. 


Allotted Sections 


Each caravan was alloted a sec- 
tion of the country to cover. Eastern 
caravan made its initial stop at Al- 
toona, Pa. Midwestern caravan 
started from the Eureka Williams 
factory at Bloomington while the 
western caravan went on to Daven- 
port, lowa. Caravans finished up the 
tour on March 16. 

Large number of the home office 
staff spent three months preparing 
the caravan. Many of the exhibits 
were designed .and built by company 
personnel. Back drop, blown-up aerial 
view of company factory in Bloom- 
ington, was produced by Product 
Presentation, Inc., Cincinnati. 

Each caravan carried 25 pieces of 
equipment, display background and 
backdrop. Caravans traveled in 
oversize leased from North 
American Van Lines who supplied 
drivers, Crew from Eureka Wil- 
liams accompanied each van to set 
up and dismantle exhibits and to make 
necessary pairs. 


vans 


Advance promotion of Dealerama 
by district sales managers was supple- 
mented by a stepped up advertising 
campaign (300% increase) in trade 
journals and an extensive direct mail 
campaign. Over 15,000 pieces were 
mailed to selected dealers throughout 
the country inviting them to Dealer- 
ama. 

Caravans put on shows Monday, 
Wednesday and Friday of each week. 
With only 40 hours between shows, 
crew adhered to a tight schedule. 
Vans left Monday to show the fol- 
lowing morning, arriving at the site 
of the Wednesday show on Tuesday 
evening. Equipment had to be un- 
loaded and set up that night in time 
for the next meeting on Wednesday. 
Crews worked a six-day week, travel- 
ing on Saturday to reach Monday’s 
site. Longest distance traveled at one 
time was 200 miles. 

Size and weight of exhibits posed 
biggest problem. Fairly large boiler 
unit weighing over 700 lbs. was a 
headache to unloaders. Special ar 
rangements had to be made when the 
unit wouldn’t fit into ordinary freight 
elevators or through unloading doors. 

At the Hotel Roosevelt, Pitts 
burgh, the crew had to brave the 
wrath of early morning risers by 
bringing all the equipment through 
the lobby at 6 o’clock in the morning 
—with the temperature below freez 
ing! 

Principal hotels in each city were 
used as meeting sites. Bare hotel 
meeting rooms became setting foi 
Eureka Williams dealer meetings with 
display backgrounds, exhibits, and 
backdrop placed in the front of the 
room. In addition to the exhibits, 


MEETING ROOMS 
25-800 CAPACITY 
. 

DINING ROOMS 
25-1000 CAPACITY 
537 GUEST ROOMS 
55 SUITES 
ADEQUATE 
EQUIPMENT 


EXPERIENCED 
STAFF 


J. J. FARRELL 
Manager 
PALM 
BEACH 
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GLOWING WITH FACILITIES 


CABANA 
TERRACE 


BEACH CLUB 


RECREATION 


GARAGE 


YACHT BASIN 


ENTERTAINMENT 
NIGHTLY 


L. E. AMES 


Sales Director 


PALM BEACH 
FLORIDA 


CONVENTION 
MANAGERS! 


Here’s why more and more con- 
vention groups choose Puerto Rico 
for meetings and conventions! 


1. New and expanding hotel 
facilities! 

All modern, air-conditioned, with ca- 
pable staffs and plenty of exhibit space. 
2. Magnificent recreation! 
Sightseeing trips. Superb sailing, swim- 
ming, deep-sea fishing, golf. Beautiful 
beaches. Spring weather all year round. 


3. Easy and economical to 
get to! 

This breeze-swept island of the Carib- 
bean is only 5% hours by air from New 
York, less than 4 hours from Miami. 
Two major airlines have instituted new 
low-cost services. Round-trip fares as 
low as $105 from New York! No pass- 
ports or foreign currency needed! 

For full details call Chuck Naya at 
MU 8-2960 in New York, or write 
Dept. SM-6, Commonwealth of Puerto 
Rico, Economic Development Admin- 


istration, Division of Tourism, 579 
Fifth Avenue, New York 17, N. Y. 


et us help make your next 
sales meeting the best one yet — 
at WORLD-RENOWNED _¥ 


B 
THREE LAKES, WISCONSIN: 


in the heart of wonderful northern 
ur sales conference, 


isconsin. Take yo ‘ : 0 
Wisco § meetings into “an- 


convention and staf 

other world.” 

Incomparable facilities, owner anes 

ment; easy to reach. Private con —_ ve 

rooms; banquet and nent een yard 
. Steam hea ‘ 

per ane and all types of sports. 


Write or| phone us. 
LORETTA SULLIVAN FRANCES BLACKLOCK 
28 E. Jackson Bivd Route |, Box 37 
Chicag Phone Hopkins, Minnesota 
WeEbster 9-7372 or 9-7362 | Phone: SOuth 1|-6159 
CLEVELAND OFFICE: PRospect 1-7827 
WASHINGTON OFFICE: EXecutive 3-6481 
NEW YORK OFFICE: MUrray Hill 6-6990 
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CHIPPER SAYS: LET'S MAKE 
YOUR NEXT CONFERENCE AN 
OUTSTANDING SUCCESS AT 


Excellent food—delightful weather. 
All convention facilities at your dis- 
posal. 


Golf, swimming, fishing, dancing and 
supervised entertainment for children. 
Blairsden, Calif. VErnon 6-250! 

San Francisco Office 


Ferry Bidg., GArfield |-41% 


Chicago Office 


The Interstate Co., Suite 1450 
Mdse. Mart, Michigan 2-5680 


HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


on |, 


AUGUSTA, GEORGIA 
“Golf Capital of the Nation"’ 
The South’s finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED . . . including 
@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
® Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 
Raiph Breshears, Managing Director 


two slide films were shown. First 
film gave history and background 
of Eureka Williams organization. Sec- 
ond film illustrated selling points of 
equipment on display. 

Factory personnel on hand at each 
meeting included regional sales man- 
ager, two district managers, and two 
field service managers. Sales execu- 
tives unveiled Eureka Williams ad- 
vertising plans for 1956 while field 
men answered questions about equip- 
ment. Dealers were guests at a buf- 
fet lunch preceding the meeting with 
Williams factory personnel playing 
hosts. 

At the close of the meeting door 
prizes (Eureka vacuum cleaners) 


were awarded to lucky dealers. 
Added inducement for attendance 
was a Ford Thunderbird—awarded 
to a dealer at one of the 63 meetings. 
Eureka Williams officials are en- 
thusiastic about Dealerama, Caravans 
enabled company to stage 63 meet- 
ings this year compared with 20 in 
previous years. “The more regional 
shows we have the better opportunity 
we have to improve our sales and dis- 
tribution picture,” says Sterling 
Mitchell, advertising manager. 
“Where we have previously shown 
a limited amount of equipment, with 
Dealerama we were able to show our 

complete new line.” 
The End 


Retailer Stages 
Beauty Show 


Katz Drug Co. offered a galaxy of 
motion picture and television stars, 
cosmetic demonstrations, beauty clinics 

- and a Parisian boudoir, complete 
with bubble bathing models at its first 
Beautyrama. Cost to the public? 
Nothing! 

Kansas City-based retail merchan- 
diser, with support of major cosmetic 
houses, played host to over 100,000 
during its recent exposition of beauty 
products in Kansas City Municipal 
Auditorium. Cosmetic companies paid 
for exhibits and provided some of the 
free talent. Katz picked up the tab 
for other costs. 

Exhibits included free beauty clinics 
and tips on uses of beauty prepara- 
tions, plus demonstrations of processes 
used in manufacturing the beauty 
aids. Goddess of Beauty, 30 ft. high, 
overlooked the four-day exposition. 

In a concerted bid for recognition 
as the beauty authority in the Kansas 
City area, Katz promoted the show 
with over 200 television and 400 
radio spot announcements. Special 
16-page section in local newspaper 
announced the show. 

Highlight of exposition were three 
beauty contests one each for red- 
heads, blondes and brunettes. Final 
night saw crowning of Miss Kansas 
City. 

One-hour show twice a day fea- 
tured celebrities of stage, screen and 
radio, including Hal March, Zsa Zsa 
Gabor, Hoagy Carmichael and a host 
of others. 

Company officials are confident 
show will pay off for them. “We feel 
that the show gave us added authority 
as specialists in the cosmetics busi- 
ness,” comments Marvin Katz, vice- 
president. The End 


ALL NEW 
CONVENTION f 


Completely 
Radio- 
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Two Separate Surveys 


Analyze Meetings, Planners 


Reflecting the growing interest in 
company meetings, both large and 
small, two separate surveys turn their 
attention to meetings and the role of 
the planner. 

Dartnell, Corp., Chicago, queried 
company meeting planners on what 
their most important considerations 
in planning a company sales meeting 
or convention were. Survey covered 
types of meetings, meeting objectives, 
meeting planners and meeting subject 
matter. 

Dartnell asked, “What kind of 
meetings are you most interested in?” 
Most interest was noted for the an- 
nual sales conventions—76.1% and 
the regional sales meetings—71.8%. 
(Percentages add up to more than 
100% because planners could list 
more than one area of interest.) 
‘Training meetings followed next with 


Gn 
57.3% 


0. 

Next question was “What do you 
hope to accomplish in your meetings? 
Largest number, 63.7%, listed stimu- 
lation while 47% listed indoctrina- 
tion. Other goals included training, 
exploring new methods and determin- 
ing policy. 

In 28.3% of the companies queried 
one person is responsible for planning 
the meeting. A committee did the 
planning for 46%. Other companies 
used two persons, department heads 
or various other groups. 

Majority of meetings are managed 
by one person—75%. Person who 
manages the meeting also participates 
fully in planning 60% of the com- 
panies and partially in 42.5% of all 
cases. 

Meeting planners were asked, 
“What subjects do you give a high 
priority to?” Selecting the meeting 
place and time was checked off by 
98%. How to build a better program 
was important to 84% while new 
audio-visual aids and techniques was 
rated 76%. Seventy-two percent listed 
when and how to use dramatization 
at meetings and 71% were concerned 
with methods to use in developing 
program ideas. 

Techniques for promoting the 
meeting and preconditioning the au- 
dience, for helping the speaker to be 
more effective and how to create au- 
dience climate were also of concern to 
the respondents. 

American Management Assn. 
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turned its attention to the internal 
management conference or meeting. 
Of the 120 companies that replied to 
the AMA questionnaire, 46% re- 
ported they hold special meetings of 
top management for short-term plan- 
ning, decision-making-or~performance 
reporting. Management meetings were 
in-addition to the-regular staff or-ex- 
ecutive committee meetings. Goal of 
most meetings is improvement of com- 
pany performance rather than an at- 
tempt at management development, 
reports AMA. 

Meetings are initiated in most com- 
panies by the president and in some 
companies by the executive vice-presi- 
dent. Attendance is usually limited to 
executives in a key position and who 
are-concerned with the immediate pur- 
pose of the meeting. Overall average 
attendance is 43. Large companies 
average 96 and smalier companies 
have about 10 in attendance. 

Conferences are conducted either in 
small-discussion groups or with lec- 
tures followed by question and answer 
periods. Some companies report using 
combination of both techniques. For 
meetings of 25 or less, group discus- 
sion is the most popular technique. 

Problem faced by most meetings is 
finding a date suitable for everyone 
and then staying within the time limit 
for the meeting. Other problems cited 
include getting full participation and 
keeping the group on the subject un- 
der consideration. 

AMA asked the companies to eval. 
uate their meetings and list what they 
thought the management conference 
accomplished. Better coordination and 
cooperation between departments, 
said 32%.. Another 32% listed better 
management morale and teamwork 
while 30% said the meetings improved 
management’s understanding of com- 
pany objectives, plans and policies. 

Of the three companies who 
claimed benefits of the meetings were 
“questionable,” one had just started 
such meetings and another claimed its 
sessions were not well enough planned. 

Reaction of those who participate 
in the meetings, reports AMA, seems 
to be favorable although only half of 
the companies who’ conduct such 
meetings attempt to measure reac- 
tions of the participants. Majority of 
those who do, rely chiefly on informal 
questioning of the conferees. The End 
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maximum attendance . . . service 
that promises efficiency. 
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America’s most distinguished : 
Resort and Spa 


The Homestead’s 17,000-acre estate 
in the mountains of Virginia is one of 
>the most delightful vacation resorts any- 
’ where in the world. 

Come enjoy our superb facilities for 
‘ golf, swimming and other sports . 

the pleasant Hot Springs social scene $ 
. . . and our famous Southern Service, $ 
¢so smoothly fitted to civilized tastes. 

The Homestead has excellent facilities $ 
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Washington Office 
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Meeting Space for 2000 
Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces for 500 
Garden Dining for 1500 


Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 


Free Parking in Hotel Grounds 


Largest Hotel in Atlanta 
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300 modern rooms ... 

12 meeting rooms . .. 

300 seat baliroom .. . coffee 
shop . . . cocktail lounge . . . 
dining room... 
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Wa nificl d Le and 
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Call or write Jos. G. Wright, Mgr. 
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The Ahwahnee 


Yosemite National Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
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cated and easy to reach... Sleeping 
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additional sleeping capacity in cottagec 
te accommodate 500. Completely equipped 
meeting rooms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
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California. 


103 


BEST I1’VE HEARD 


An exchange of anecdotes and 


facts to help a speaker spice 


his speech and 


Subject: GENEROSITY 


\ young Mexican fellow was tell- 
ng his friends about the remarkable 
generosity of the American people. 
“The Americano is very generous. 
You can be a perfect stranger in a 
big city like Los Angeles and you 
may be walking down the street when 
all of a sudden an Americano will stop 
his big car next to the curb and ask 
if you want to go for a ride. You 
may say yes and this generous Amer- 
icano may ask you if you want to go 
to a fine restaurant for dinner and a 
show afterwards. When you have 
done this he may take you to a beau- 
tiful hotel where you will be his guest 
for the night. All these things he 
does for you and it doesn’t cost you 
a cent.” 

The Mexican friend was 
astounded. “Did this happen to 
you?” he asked in amazement. 

“No,” replied the first Mexican 
with simple directness, “but it hap 
pened to my sister.” 


Subject: BAD TIMES 


In the old days when business was 
bad and jobs hard to get, they called 
it a panic. Now they have all sorts 
of fancy names for it depending up 
on the degree of seriousness. For 
example, in a readjustment, your 
neighbor loses his job. In a reces 
sion you lose your job. In a depres- 
sion vour wife loses her job. 


Subject: WEATHER 


During the summer of 1816 the 
skies were so cloudy that crops re- 
fused to ripen and fruit trees would 
bear no fruit. Because of this com- 
plete failure of crops and fruit trees, 
1816 was known as the year without 
‘summer. 

Biggest pity, of course, was that 
they had no atomic bomb to blame it 
all on. 


104 


make a point. 


Subject: STARTS 


Some people think it is a major 
tragedy to have to start over again 
when they are advanced in years. 
They believe the time to start is ex- 
clusively when one is young. Most 
successful men and women have been 
forced to get started over and over 
again and have tasted the bitter 
herbs of failure and defeat. 

Eddie Rickenbacker smashed up 
his plane on his first solo flight. Later 
he founded an automobile manufac- 
turing company that eventually went 
broke, left him out of a job and a 
quarter million dollars in debt. He 
had to start all over again and every- 
one is familiar with his success story. 

Harry Truman and Abraham Lin- 
coln failed as storekeepers. General 
Grant was almost a lifelong failure 


SALES MEETINGS 


rarteaug. 


before making a new start at an ad- 
vanced age to become President of 
the country. 

Franklin D. Roosevelt, who was 
elected President more times than 
any man in history, failed as a candi 
date for vice-president in 1920. 

George Bernard Shaw _ wrote 
novels for six years before he could 
find anyone to publish them. 

Arthur Godfrey was a complete 
failure on his first radio attempts. 
His third attempt to make good on 
radio seemed to be without success 
for two years, before he was able to 
attract a large enough audience to 
keep him on the air. 

The history of industrial, business 
and scientific progress is written in 
the failures of those who tried and 
had the courage to make a new start 
even though they were advanced in 
years and discouraged by previous ef 
forts which ended dismally. 


Subject: AMBITION 


We can’t all be topnotchers. But, 
we can all climb a little higher than 
we are, if only to relieve the conges- 
tion at the foot of the ladder. 


Subject: DEAD BEATS 

A shipwrecked sailor was captured 
by cannibals. Each day the natives 
would cut his arm with a dagger and 
drink his blood. 

Finally he called the king: “You 
can kill me and eat me if you want,” 
he said, “but I’m sick and tired of 
getting stuck for the drinks.” 


"Yeah, that striptease artist you hired was a real show stopper all right." 
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SHIP YOUR DISPLAY UNCRATED... 
via NORTH AMERICAN PADDED VAN! 


DOOR-TO-DOOR DELIVERY 
»»»NO LOCAL DRAYAGE... 
SAVES TIME AND MONEY! 


= 


Here’s the modern way to end your display- 
shipping headaches! Forget crating, local 
drayage, transportation worries. Before you 
ship that display, call your North American 
Van Lines agent for details of our specialized 
exhibit display service. 

NAVL door-to-door, uncrated transit and 
storage handling will save you worry, time 
and overall expense. Look for the North 
American trademark under “Movers” in the 
yellow pages of your telephone directory. os as . 4 bg 
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re H * Winners, A.T. A. National Safety Award for 
Helpful Booklet on Household Goods Carriers traveling 500,000 


D t Sg Pp a A Y M Oo V | N G ! | miles annually. NAVL vans travel 


over 35 million miles per year. 


Get THE Facts on NAVL Uncrated 
Display Moving Service. Write today 
for this practical, illustrated FREE 


brochure. Address Dept.SME_ 10. North merican 


North American Van Lines, Inc. VAN LINES, Inc. 


WORLD HEADQUARTERS: FORT WAYNE 1, INDIANA Pre 4 
e ° N ¥ 
North American Van Lines Canada, Ltd. - Toronto DISTANCE MO 
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Sales show on the road 


THE EASY WAY 


Live stage shows create the kind of selling spirit 
that pays off handsomely in sales. Professional 
help in readying shows for the road... and keeping 
them at top efficiency on the road pays off in effectiveness. 
For a selling show that will be fast-paced, hard-hitting, 


entertaining . . . both practical and highly professional, 


call for... 


7e JAM HANDY Ohganigiédion 


HOLLYWOOD 28 e DETROIT 11 DAYTON 2 PITTSBURGH 22 


1402 Ridgewood Place 2821 E. Grand Blvd . 310 Talbott Bidg Gateway Center 


